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-that's adwti^g efficiency. 




WBAL T V. BALTIMORE 

MARYLAND'S NUMBER ONE CHANNEL OF COMMUNICATION " 



N»TION*LLV REPRESF'.TtO BY tOAl^D PtTRt «. CO . rNC 




GREATER-X- 



Wheeling-Steubenville 
Ohio Valley Market ^ 

^ GREATER \ 
because WTRF-TV's | 
NEW TALLER TOWER I 
has replaced our f- 
old smaller tower. I 
Note these 
impressive NEW 

WTRF-TV market . . 

area figures . . 

529,300 
TV HOMES 

$5,369,000,000 r 
TOTAL SALES 








Ed Murphy 
MUSIC 



Fred Hilltgot 

NEWS 




It packs a friendly punch. Stroll dawn the street 
with Fred Hillegas ar Carol Johnson or Deacon 
Doubleday. Watch the smiles light up peoples' faces; 
hear the known-you-oll-my-life greetings from total 
strangers. 

This friendly attitude is far you, too, when these personolities 
are selling far you. And, that's why WSYR Radio is the 
greatest sales medium in Central New York. 

So you see what happens: 
Personality Power = Soles Power far yau in the 

18-county Central New York area. 
Instant friends for what you have to sel 



Richard Hoffmann 
BUSINESS NEWS 



Bill a Danrird 
SPOSIS 



Rtpretenfed Nofionolly by 

THE HENRY I. CHRISTAl CO., INC 

CHICAGO 



NEW YORK 
DETROIT 



BOSTON 
SAN FRANCISCO 



WSJR 
Syracuse 




rTirnfrRTiii nun m ... - ........... . 

5 KW • SYRACUSE, N. Y. • 570 KC 

NBC Itt Centre! Ntw fork 
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METRO-GOIOWYN-MAYER TELEVISION PRESENTS 




View irom tne Lion's Den 



War is Hell. Lieutenant 

■ While war is history, re3l (and a profes- 
sion) it fortunately doesn't have universal 
appeal. It Is certainly a subject women shun. 
A recent example is found in television. 
This past season brought two war slanted 
series to home screens. Their action and 
adventure was popular with men, but was 
of great disinterest to women. TvQ found 
both shows were over 40% more popular 
with men than women. This is'not the ratio 
for top TV success. By contrast, the reverse 
ratio is true of drama programs. So^ can 
we have the best of two worlds? Something 
military and dramatic for both men and 
women? 

■ The answer is the peacetime Marines. 
There's no argument (and there better not 
be) that the Marine Corps is a fighting out- 
fit. But, what is it like to learn the difficult 
profession of a Marine? A young marine 
has many of the learning problems of the 
young doctor or lawyer — yet he's assigned 
responsibilities quicker, has tougher ground 
rules. For any bright, dedicated and sensi- 
tive young man, learning the job of Marine 
is loaded with drama potential. 

■ Sound off. Right now all these elements 
of drama centered around a young lieuten- 
ant in the peacetime Marine Corps are be- 
ing put on film — an hour's worth a week 
for a September start on NBC-TV 7:30pm 
Saturdays. There's all the action of land, 
sea and air training for the old"boot"or the 
contemporary youngsters. Plus there's the 
dramatic, occasionally traumatic, transfor 
mation of a young officer from a "green 
shavetail" to a combat-ready platoon lead- 
er. Here is real flesh and blood excitement 
of living and learning— on base and off. 

■ This series is called THE LIEUTENANT. 
It stars, to quote an accurate press release, 
"rugged ex-football player and film stunt- 
man" Gary Lockwood, with Robert Vaughn 
as co-star. Already Lockwood has learned 
much of what it's like to be a Marine. The 
Marines are trying to learn from him what 
it's like to be a TV star; such things as 
"What kind of a dale is Tuesday Weld?" 
Peace, it's wonderful. 
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AUTOMOTIVE BILLINGS CONTINUE TO SOAR 

Tv car gross time sales this year expected 
to go to record $70 million or beyond 

SPOT RADIO SELLS CONCEPT OF DEMOCRACY 

Sonderling stations launch year-long campaign 
to guard against radicals, left and right 

DANNY THOMAS — THE 'TOOTHLESS TIGER' 

Man of many successful enterprises including 
'Danny Thomas Show' now starting seventh season 

RATINGS TESTED BY DIFFERING TECHNIQUES 

Nielsen, by comparing separate measurements, 
finds close agreement upholds accuracy 
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Combination workshop presentation will make tour 
to reach 1,000 admen in eight major markets 
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Wonth after month. Channel 2 
is the No. I spot on the dial for 
Detroit's women viewers, spe- 
cially the 18 to 30 year olds. To 
lick any sales problem you 
may have with this big-buying 
group, call your STS man. 

18 to 39 Year Old 
WOMEN VIEWERS 

Sept., 1962 thru June, 1963* 

WJBK-TV A3% 

STATION "B" 25% 

STATION "C" 17% 

STATION • D" 15% 

»9 SnI I1«?-Mi« lunt l%] 
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WWDG" 

salutes 
Wasliington's 
finest 




liark ill 1927, a yoiins man caiiie to 
Wiisliiiigloii from llie ranch lands of 
Utah and opened a small root beer 
staiitl with $500 in savings. Today, 
the root beer stand opened by that 
young Westerner — J. Willanl Marr- 
iott, president of Hot Shoppes, Inc. 
—has niuslirooiiied into n national 
cliain of ] H restaurants, cafeterias, 
luxury motor hotels and airline and 
institutional feeding services. Mr. 
Marriott has made Hot Shojipes' 
"Food for tlie Whole F;imily" a din- 
ing-oiit tradition willi llie help of 
hard-hitting advertising ])rograins, 
iiieliidiiig saturation nsage of highly 
distinct ivcradiwspots.WWDC thanks 
Hot Shoppes and its agency, M. 
Behiioiit Wr Staiidig, Inc., for the 
privilege of playing an important part 
in this success story tliroiigli I he years. 
Hot Shoppes restaurants have a 
family appeal— and WWDC is the 
"station Uiat keeps people in mind." 
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One man's view ot 
significant happenings in 
broadcast advertising 



Detroit looks to the future 

In any compilation of business statistics, auto sales must be m-l 
eluded. In looking to iJie future, the opinions from Detroit are ofl 
great significance. 

Tlie Motor City is now ending its second consecutive year of stronJ 
sales. Financial statements from General .Motors, Ford and ClirysleJ 
niust look very good to stockholders. In particular, the improveiiien| 
at Chrysler is a source of satisfaction to many, even their competitor^ 
who could not afford to see Chrysler fade, what with government aiitrJ 
trusters close at hand. 

To radio and tv broadcai^teis. the success means inci'eased advei 
tising expenditures. In 1963, prospects are for record billings ii 
Jiroadcast media, and the plans for the year ahead, as reported I' 
SPONSOR (see page 29). s>eem to indicate an even better 1961. Tele 
vision and radio advertising, we are certain, have played a major lol 
ill making some of this success possil)le. 

The general optimism however, should not obscure certain othe 
developments from Detroit. CollectiveK, the auto manufacturers ar 
e.xamining media more intently than ever before. One frequently heai 
the complaint about rising media costs. Actually, all costs have bee 
rising for years, even at the Woolworth stores. Perhaps the coinplaii 
can be taken with a graiji of salt, being typical of all of us who grip 
about increased costs. 

Detroit however, is looking deeper. Both General Motors and Foi 
have long-range projects in operation to study advertising elTectiv 
ness. Though we may never hear the full results of these studie 
because of competitive reaM)iis, you can bet (hat tliey will weig 
heavily on the media decisions in later years. We happen to think tli- 
broadcast media will do well, as they have in so many other recei 
suneys. 

Though broadcast media serve the automotive industry well, ai 
are likely to rank high in effect i\eiiess studies, the possibility of 
bad year may be just ahead. And with reduced sales there com 
reduced advertising expenditures (a policy which has long seeiiu 
wrong). It is at these times the wolds of warning and concern a 
translated into eut-baeks. 

For broadcasters, the Detroit thinking is important. Because of tlu 
-xtake in the total economy, and in broadcasting, they deserve our fi 
support. We owe it to iheiii. as well as ourselves, to find ways to .»< 
more effectively, to improve their prospects as well as our*. 
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Here's a marKet that aiII bear look ng into \'(SJS Te euj n ou'1, .ov»fa<e 
delivers a population o( 1 360 000 .sith a co sumer in o.*r SI 4 B 
a year And programm ng' Vie I tJ e (o ks in the G d" Tr tg.e ai fl' ^--^ i*at 
worth vsatching. too. 

NO. 1 MARKET IN THE NO 12 STATE 



North Carolina's 
Golden 
Triangle 




TELEVISION m 

WINSTON S ALE V / GREENSBORO / HIGH POINT 



'RIPCORD" SETS 





HIGH 



For two years, RIPCORD turns in a consistently superior performance 
record for Stations and Sponsors who renew because (a) RIPCORD 
outrates all other syndicated series, time and again . . . (b) tops popular 
network headliners . . . and (c) beats its direct competition, pulling the 
lion's share of the SIU (sets in use). 



IN A 25 -CITY SURVEY 
"RIPCORD" GETS 
AN AVERAGE 



SHARE OF 
AUDIENCE 



76 



HALF 
HOURS 




of unusual entertainment- 
adventures of professional 
paradivers authentically 
filmed in mid-air. 



38 in 

VIVID 
COLOR 



. in markets where ARB reports 
3, 4 and 5 stations competing: 

ALBANY 3 Stations 3iijr 

ALBUQUERQUE 3 

ATLANTA 3 gyo? 

BAKERSFIELD 3 

BOSTON 3 33^? 

BUFFALO 3 , 39^ 

CHARLESTON, S C. 3 49^^' 

CINCINNATI 3 mcA' 

COLUMBUS, O. 3 53,,^ 

EL PASO 3 31^? 

GRAND RAP IDS- KALAMAZOO 3... 39,^ 

HUNTINGTON-CHARLESTON 3 .. ^jJ 
HARRlSnURG-LANCASTER- " 

YORK-LEBANON 5 57^ 

LOUISVILLE 3 511^ 

MIAMI 3 36^? 



MILWAUKEE 4 



33% 



NEW ORI.EANS 3 590; 

PHILADELPHIA 3 

PFTTSnURGH 3 sgi? 

PORTLAND. ORE. 4 35^? 

........ 31^^ 

59% 

SHREVEPORT 3 . ^5 



RICHMOND 3 
ROCHESTER, N.Y. 3... 
SALT LAKE CFFY 3.... 



SOUTH BEND 3. 



67r 
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^^TELEVISION 



a division of Unitwi Artists Television, Inc. 
555 Madison Avejiue, New York 22, N. Y., MUrray hill 8-4700 



PENNELL with KEN CURTIS 

starring as as 
Skydiver Ted McKeever ^kydrver Jim Buckley 



TV't MOST DANGER -PACKED SHOW . . REAL JUMPS. REAL 
SKYDIVING MANEUVERS FILMED AS THEY HAPPEN . . . AU 
THAT STANDS BETWEEN THE PARADIVER AND DISASTER IS HIS 

RDPCORD 




CAN DO 
FOR YOU. 



NO OTHER STATION 
CAN MAKE THIS 
STATEMENT 

5 CONSECUTIVE YEARS 



tfi. 

MOBILE-PENSACOLA 




1962 1961 I960 1959 



February March 1963 
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50% SHARE 


of 
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UDIE 


NCE 
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Excrplioii To The Rule 

WKRG *X V — Mobile — Pensacola 

has avrrauecl 50% <>r inoiv share of 
aiuljoUrr in ovory Ahirrli AKH inoasinreinoiil 
siure 1959. from 9 a.m. lo miditiirlil.^ 

Nuif>: Tho ilaits used tiorrln are c*Umatrs from Marrh AlUl surreys 1959 throuRh 
1963. Tlir^' arc subject lo the llmllstlonK of ssmplo size aniJ to otticr quaUrira- 
tlons uhlrh arc available on r<i|UfSt. 

Represented by H-R Television, Inc, 

or call 

C. p. PERSONS, Jr., General 3Iaiiager 



*3 sfafion VHF marlef. 
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Drop-In squabble: A f;iii->i/.<'<l m|ii.iIiI)Ic 
(lc\ i'l<>|)C(l ()\fr wild li;i» llic i i;;lil to 
.ilipc.ii' .rt the K(!(!'> ii|>iiimin}: lic;i liiij; 

niii\(-(i U) I ()i't(il>(-i on tlic \lif i.li(>|i-iii 
<-i>iitn>\ cr-x . AMC ticked llic < (imiiii'-ioii Id 
cxcIikIc A^-dciiiliiiii for (!oiii)i('lili\c I \ . .iiul 
ihc I'llcclidnic- lii(|ii»lii('» A^xicijtioii (!oii- 
^iimcr Division. mmiI Imlli i;roii|i- riMirwctl 
to a|r|>(Mr. 1\iiiiniii<; lurilc lic-t\wcii 
AlU! and the A^^ocialioii of Maxiiiniin Sci- 
\ i( (• iVIcta^lcr* (MS'!") aUo coiiliiiin'd o\ci 
F(I(". ('.Mini. (^)\'.- |iai'ti(°i|ialioii in lli(> drop-in 
iccoii^idcralioii. MST caiiic hafk to di>|jiil(' 
die network^ iii>i»lciicc lliat tJo\ had cxcr) 
ri^lit |o takf jiait in ict'on^idrialioii of tin- 
l"'(!(]'» 20 Ma\ (•ancci lalioii ol ^liorl-^pacrd 
\lif dr<i|j-iii> ill >i'\cn niaikt'l>. I.alfsl aifjii- 
iiu'iil l>\' MS ! <Mii|)lia^i/i'<l "lia^ic fairin"» " 
r<'i|iiii fiiK'iil llial Ci>\ withdraw hccaii^c of 
lii> known ad\(ii-ai'V i»f the -liorl-.-|)a<-i'd \iif> 
iliiiiii}; hi* lOiUMC a- chief of llic Hioadra>l 
Ihiri'aii. MS T -a\« llii* i^ a i'()m|)clili\ »• ron- 
If-l latlii'r than a riilrMiiakiii<;. and iiiaxi- 
iiiiiiii *i'r\ ire iiiciiil)tM> aii* ■■ihrt'alciifd " with 
iiilfM'fi'rciicc from the |)ro|)o><'d *liorl->|>a('od 
\lif'- ill the >«'\cii 2-\lif iiiaik('t>. 

ABC launches anthology: AliC Kadio lia> 
>('!u><liih'd a in'\\ aiilln»iop\ ?cric». " I lie 
\|iiiii > K\ «\ " .-iatcd for ac i ii>— llu'dxia nl air- 
ing in an «>\«Mrnig tinu- »ii>t. I'ropraiii \\iil ho 
availahh only tii AlU^ Mailio airdiatc.- for 
»ah' to local client*, \\illi no lu'l^vork jiartici- 
patioii*. riio draiiMli<' -crio-. which i* I'x- 
|icct«'d to -liowca.-c lop-llifilit talent, will In- 
doni> w illioiil llu' aid tif niiv oiit-ide |n'i>dii<'- 
tioii hicilili**-. Head ol .VMC Hatllti - iii'wlx- 
«Teiit«'d .-|)«'cial pniprani featiin> departniciit 
Frank Mapiiiic reports thai alter hroad«'a-t- 
iii{Z a Tin e-iiiiiiiite -rpnieiil of the -how \ ia 
rlo-ed-eireiiil to alliliate-. 76 replie- were 
fax orahle. 




TINCHER 
New ^ oik ollici' 



Tincher to Memphis: \ .p. of the l.ni.(d> 
c.i-tiiij; di\ i-iMii 111 (.iiw|e~ \!,iga/Mie~ .md 
Ui(i.Hhvi-t iiij:. luijieit 
|{. Tincher li.iii-lei^ 
from New ^ (Ilk lo 
Meni|ilii- to hecoiiie 
director of |Mildic .if 
fair- lor -latioii- W l{ 
KC'IA and WKKC 

\M. Tiinlier. wli(» 
join e (I o w I e - i ii 

lO.i.l. ha- heeii liead- 
ipiarlcred in the I'oinpaiiv 
-iiice I'Xil. lie -er\ed on the hoard ol diiei- 
lor- of llie (^diindiia Mroadca-I in;; ."^\ -Icin- 
i{a<lio \lilliale- A — n.. and \\4i- pre-ideiit of 
the South Dakota \— oci.itioii of Mro.id- 
ca^ter-. 

FTC "baloney": Siiiilli/Gii-eid.ind pre-idciit 
I.eo Grei'iilaiid call- new report from Keth-rai 
Tradf Ci)iiinii--ioii "haloiiev and -tali-lic-. 
Kt'pnrt eilexl a--ert- -iiialler fro/eii food p.ick- 
ei> have little chaiicf fur -iicce-- in i-coiionn 
doiiiiiUiU'tl 1>\' piaiit pa< ker-. I hi- kind of 
report. Greenland -aid. can do iKirni lo iiiili- 
ati\f. ■"It - a pood lhin<; that the -pcet ji ii l.i 1 1\ 
-(iccc--f(il \liimle \l.iid. .*^aia l.<'e. .'^loiilTei . 
\lila<l\'- anil Ixoiiiaii lt.ili.iii fru/eii food 
people liaveut heard how had tliiii<:- an- in 
I'ro/cn food-. 

MGM's major network buy: lo jd\erii-f ii- 
filiii The \ .l.l'.'-. ' \letio.Go|,lwMi-\l.n. I 
lioiight -pon-or-hip in iiiiK- \W. -imw-. m iik- 
iiii: creatc-l network t\ coiicciiti .ilion I > <lali- 
for \IG\I. ami fir-i prime-time pailii ip.ilioii. 
In Jiil\ .md \iij;n-l I*U)2. dn- mm i<- i oinp.nu 
iii.ide il- lir-l piin h.i-e. -poii-oi in;; ■ i.idil.i 
on MU!'- loninht -Imw. I'l.ii cd tliroii;;li |l<in- 
.iliiie ^ Goe. the Imx i- in four d.ulinii- md 
fi\e nijihiliiiie -Imw-. 
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Commercial awards: Winners of fust annual 
William Penn Awards, staged hy WPE,V 
I'liiladelphia, and selected by ad managers 
and agency execntives were announced last 
week. Accepting awards (account in |)aren- 




tliesis) are: front row, left to right, Eugene 
Taiiz of Cox &r Tanz (Dick Harcjue Chevro- 
let ) ; Josepii Elgart of Elkman Advertising 
( Cadillac Dog Food) ; Stella Porter of Haner- 
Tripp-Foley (Frank's leverages); Edmuiid 
Rogers of Gray & Rogers (Bell Tel. of Pa.) ; 
William Ham of J. M. Korn (Hyinan Kor- 
man). Standing are: John Lohnieyer of Lee 
Keeler (Ritter Finance); Evelyn Walmsley 
of Lew is & Oilman ( Breyer's Ice Cream) ; 
Franklin S. Roberts of W. S. Roberts ( Harbi- 
son's Dairies): William H. Sylk of William 
I'enn Broadcasting who presented awards: 
riielma Garxliiiier of Aitkin-Kyiictt (Carling 
Brew ing) Paul Martin of Philadelphia Daily 
\ews; and Jay Beneman of Wcrmen & Schorr 
( Phillies, Bonanza, and (^ompoz). 

Pan Am's TeleGuide buy: With Pan Ameri- 
can World Airways as its charter sponsor, 
continuous foreign-language closed-circuit tv 
j)r(>graiuiug began 9 y\ugust in New York on 



the TeleGuide network, now hooked to 37,- 
720 of the city's hotel rooms. What Pan Am 
is buying: a half-hour, tourist-angled fdm 
documentary on New York which is re|)eated 
with one of six different language tracks 
starting at 7:00 a.m. Pan Am has two minute 
commercials in the show, plans to sell off a 
third minute to other sponsors. Initial buy: 
$50,000 to the end of 1963. Sales angle: 
book the return flight back home via Pan 
Am. 



Computer report: Detailed sunuuary oil how 
tv spots are bought is contained in new 
Yi^Report. "How the Elephant Bought His 
Spots." Report covers campaign, budgets, 
how computers are used in an off-beat Im- 
niorous manner. Says the agency: "'While 
the Elephant helps a media buyer in, making 
a decision, by no means does it judge the 
strengdis or weaknesses of a tv program, or 
a market, or individual stations. It does not 
supersede a media buyer's judgment in these 
areas. The Elephant's value bes in its ability 
to do tremendous quantities of analytical 
arithmetic with unparalleled speed and ac- 
curacy." 



Pepsi previews pavilion: Top national spot 
advertiser Pepsi-Cola, in cooperation with 
\\ alt Disney and the t iiited State^ Com- 
mittee for L'MCEF, revealed plans for a 
spectacular 1964-65 World's Fair exhibit. 
Designed and constructed by Disney, the dis- 
play theme is "It's a Small World." The 
exhibit will include a boat tour through all 
the countries of the world, peopled by ani- 
mated Disneyesque figures, and a 120-ft. 
mobile called "Tower of the Four Winds." 
Pepsi i)lans to sj)ot-a(lvertise the exhibit, but 
a schedule for that purpose has not yet been 
decided uj)on. 

SPONSOR-WEEK continues on page 14 
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Kdf \c;tt>. oiir mclro .-Itatc of a ti<lii*ii<x' 
lidvcivd jiioiiikI 90' < iit prime linic. ()l»\iotI^>• 
il !;« possihlt' lo pel iiiiollicr -igiial. \m\ 
iii(>!«l of "III \ ic\vcr!« air appaiciilly satisfied 
with llic cij.ifird fan* \m' ofTcr. 



WHY r? 



W'c (lon l rcalh know, liiil we feel llic re- 
>|)oii>il)ilily ki'i'iily. and it ki-cp^ ii> on our 
loc.*. 

Of course, we also deliver more total faini- 
lie> lliaii any >talion llial >liaros the oilier 
10' , .* As a matter of fact, wc compare most 
fa\i)ral>ly in total families with many stations 
in far larger markets, where more stations 
coiiipclc for the andieiice. 

•ARB, Feb- Mar Y,.} 
\irlsen. Mar '63 




WCTV 



TAILAHUSEE 




THOMAS VlUE 
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MARTIN 



Martin elected v. p.: formerly director of 
programing, j)roniolioii and operations for 
the Arizona Broad- 
casting Network 
(KOOL-AM-FM-TV. 
I'lioenix and KOLD- 
A\I-TV. Tnoon). 
Hoi) Martin lias been 
elected v.p. of KOOL 
and assii^tant to the 
president of KOLD. A 
I 7 - year tv veteran. 
Martin began his career with CiiS in 1946. 
Besides his added dnties. he will contijnie 
to heatl-iip overall progranniig. promotion 
and operations. 

Lestoil consolidates: Twelve newly-ac(|iiired 
Lcstoil prodncts have heen assigned lo Fuller 
&• Smith & Hoss. Lestoil and Lestare aecomits 
have lieen at F<SiS&K since 1 Janiuiry. Among 
those acconnts moving innnediately are 
Quintene paste polish and SciilTy Licpiid Shoe 
Polish ( K. J. Oiiinn). fonuerly at Ho Hern- 
stein; Sawyer's llonsehold Anuncniia. and 
Cando Metal and Silver Polishes, formerly at 
Chandters, Wiswell & Moore. Ked Cap prod- 
nets (C. \I. Kimhall), now at Charles F. 
Ihili hinson. nio\e to F&S&K 1 Octoher. i\ew 
acconnts are under direction of the agency's 
sice ])resi(lent and group manager. Jack Mc- 
Ca rlhv. 



Instant news for Gulf: Newscasts don't have 
to he full-dress shows to make an impact in 
New York. Gulf has learned. News-minded 
Gulf late last week renewed for another year 
its "One -Minnte News Kejiort w ith John Till- 
man" on WPIX, via Y&R. The capside shows 
are seen at 8:58 and 9:58 p.m., consist of 
a minute of news and a conmiercial, cnr- 
rentJv reach 50.8^ of the city's five million 
IV homes at least 2.4 times a month, accord- 
ing to ARH. 

Screen Gems-Metromedia deal: A two-hour 
special on the career of former Hea\yweight 
Champion Joe Louis produced by Metro- 
media flagship WNEW-TV has been acquired 
for worldwide syndication distribution by 
Screen Gems. It"s the first time SG has taken 
on a one-shot special. The sports-angled show- 
was televised in New York late last month, 
with a repeat showing, and has been seen oil 
the other Metromedia t\ outlets. 

Kaiser leans to spot tv: Heavy spot tv u>e 
is to be made by Kaiser Industries in coming 
vear. Kaiser's Jeep will be represented on 
ABC TV's Greatest Show on Earth, but Kaiser 
VoW will .«wing to spot tv in some 30 or 40 
niajtu' markets for .52 week schedules via 
Young & Hid>icam, San Francisco. Lloyd 
Bridges Show, which has featured Kaiser 
Aluminum, is being droj)ped. 



CalPak campaign: Heavy spot radio and t\ 
schedule.-, plus ninnber of CBS TV daytime 
»hows. will be used by California Packing in 
coming year, \ ia M( Cann-Ericksoii, San 
Francisco. Starting in SepkMnber, CalPak has 
.-elected I'cte (S: GUulys lo replace The Mil- 
liniKiire. w ilh other network participations on 
llotisr Party. I'ussworil. and Lore of Life. 
.'^Itots are U\ be used in selecteil major 
nra rkt'ts. 



Newsmakers: Pre\ionsly v.p. and general 
manager of KMBC-TV. Kansas City, .Mo.. 
Albert P. Krivin transfers to KTTV. Los 
Angeles as v.p. and general manager. Keavis 
W'inckler. K'lTV publicity director, named 
director of promotion and public relations for 
Metropolitan's newly ac(piired flag>hip sta- 
tion . . . BBDO account group heads Thomas 
P. Keating. James \^^ Johu.<ou anil William 
(j. Alston all named v-jt's. 

SPONSOR-WEEK continues on page 49 
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GROUP W MEANS NEW SOURCES OF PROGRAMMING 







E MIKE DOUGLAS SHOW 



Locar show goes Group. "The Mike Doug- 
las Show" is a product of a Group VV— West- 
inghouse Broadcasting Company— station. 
KYWTV Cleveland. It Is scheduled to be 
seen on all five Group \V television stations. 
A big success in Cleveland, "The M ke 
ouglas Show" brings a fresh personal ty 
into the medium; and da ly hour-and a-halt 
programs of variety, laughter, and big name 
guests. It will be a source of pleasure to 
aud'ences in Boston, Baltimore, P ttsburgh. 



and San Francisco, as v;e I as its own horrc 
town. It is even be-ng made a\a'iable to 
other stations outside of Group W through- 
out the country. 

The Group, unl ke the net-vo-'K or the 
individual station, has both loca f ex b l- 
ity and creative and financ al resources. 
"The Mike Douglas Shov.' is a case m po nt 
It demonstrates the ab i!y of a snge 
station to contribute to the \ ;a !y of the 
Group. It also demonsfa'es t e ab ity cf 



Group W to use • 

1 e« b ty to » e.v 

sources o' pf g' ; ' 

GROUP 

w 



"l- 



SPMSOR !•_' M r.i M MIliS 



QUESTION: 



What docs 
kc 



mean: 



ANSWER: 



With 5000 watts 




0) 



serves an area of 
60,000 sq. miles 
. , . it would take 
590,000 watts 
or 118 times 
the power of 
KWTO to serve 

the same 
area at 1260 kc 



59 - County 
Primary Area 

$3.3 Billion Market 




delivers 



27000 more counties than 
the second station. This 
means 145,573 more popula- 
tion, $2,873,886,000 more 
C.S.I. 
SROS CM Data 
May '63 



Who do I 
contact? 



ConracI-: Savatli/Gal-cs 
formerly Pearson National 
Reprcsentitivcs, Inc. 




"DATA DIGEST 



Basic facts and figures 
on television and radio 



Springfield, Missouri 



Income of the elderly 

A new report from the De|)artmeiit of Commerce on tlie "Income of 
llie Elderly Population" points up the prohlem^ of the aged. The 
department notes a iinniher of statistics which could he of significance 
to advertisers. 

Of the more than two million women 65 years old or over, who 
maintained their own households eitlier alone or with uon-relatives \u 
1960, aJ)out one million received incomes of less than S1,000, the 
/le|)arlment said. At the odier end of the scale, about 30,000 of these 
women had incomes of SIO.OOO or more. Three-quarters of a million 
K'porled incomes hetween $1,000 and S3. 000. while one-quarter were 
iii the S3,000 lo $10,000 bracket. 

(lie Department of Conunerce also says lhal about 1.50,000 of the 
1.8 million family heads, where the luisband was 6.5 or older, received 
no money in 1959. About 2.3 million of these elderly family beads 
received incomes under S2,000. Another 2.1 million bad incomes 
between $2,000 and $10,000. The remaining 210.000 received money 
incomes of $10,000 or more. 

Status of "in-laws" reported 

Of the 388.000 father, or fathers-in-law. 65 years or older, who 
lived with their married sons or sons-in-law, .54,000 reported no 
income and 159,000 reported inconle^ of le.^s than $1,000. Among 
977.000 mothers or mothers-in-law 65 or older who lived with their 
married sons or sons-in-hiw. 296.000 had no income, while 519.000 
had income less than $1,000. 

There were some 5.1 million families in which either the husband 
or the wife was 65 or older. Among the 3.7 million of tJiese husband- 
wife families where there were no other relatives present, more than 
one-third reported family income of less tban $2,000; 451,000 had 
less than $1,000; 147,000 were between $1,000 and $1,500, and 
16(),0()() had incomes which averaged between $1..500 and $2,000. 

1960 Census figures quoted 

The report presents statistics from the 1960 Census in which the 
head of the household or the wife is 65 years or over, cross-classified 
bv the combined income of the bead and his wife, the income of the 
head, and the ineonie of rehitives 65 or older. Included in the report 
are each of the .50 states and the District of Cobiinbia, and each 
of the 101 metro|)olitan areas which had 250.000 or more residents 
in 1960. 
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WHEN KOIN-TV WENT TO SCHOOL. ..THE 
VOTERS LEARNED ABOUT EDUCATION! 




brtlnntl's piihlic s(1i(ki1< wcii- in trt)iil)li'. In tlii- ui-ncial 
^krtioii ;m (•coiioiiiy-miiulffl clcrtoiJiti' had flr-nicd tlic 
K-hiM)! s\sii-in fiiiuis wliicli I'diiratois i*laiinc<l were 
irsciitly needed. A s|H-ei:il elcetion «u>: c;ille<l to nive 
• oters tlic npivniiniiiv Id reeonsidcr. 
' How tndy iii;;ent was tlie need? KOI .\'-'i'\"s «lep;ii t- 
iicni of piihlii' ;i(lans went into tlie schools to find out 

"THE SOUNDS OF LEARNING", filmed in Portland's 
'lassroonis. \v;is telecast on April l."itli. It presented t lie 
)n)l)li'ni ;in<l in<^'cd finornlile M)U'r res|>onse. At ilic 
txiiu'sr of ednc.itiirs and indi\i(Ui;il citizens aliko. tlie 
mvjrani \va< repeated in AA time on April "J 1 

The tax nwasine, previously rejected, was passed l)v 
•lore tli;in rl two-to-one niajoritN". 

Presenlaiiun of "THE SOUNDS OF LEARNING" was 
nsHy and contr<)\ersiai. lint in lirinijing trutii topiil>iic 



attention. KOLX-'IA' aualn <lenionsl rate<I its reeoynl- 
lionof television's ol>Ii'.^. It ion to t lie c-onnnunit > and to 
llie broadcast in<Uistr>. Tlie resjions*- of its Vl-o)uni\' 
auflii-nct' (o KOl.V-'lA's record of pui)lic ^irvue is .i 
major rea.son for tins ln-in^ one of .\ni«Tica"s cr< it nitlu- 
ence .stat ions. 



KOI N TV 

Onr of Am*»i<j \ C'^Jt nf u^nf't Stit'on\ ^^^^ 

CHANNEL 6 • PORTLAND, OREGON 
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How to be all things 
to all people 

(and never make a sale) 



To start off, may we suggest the 
following; program some rock 'n 
roll, some Broadway show tunes, 
a little schmaltz and, of course, 
Frank Sinatra. Always have a 
new contest going, preferably 
one whose prize value diminishes 
rapidly. Employ teenage d-j's, a 
"country" voice, a pear-shape- 
toned announcer, and a self- 
styled wit. If the news isn't 
startling enough, improve it with 
embellishments. Interrupt often 
with screaming sound effects or 
a few welL-chosen bits of 
philosophy. 

Your salesmen will then be 
able to tell prospective time 
buyers "we've got the perfect 
audience for your product"— 
whether it's soup or nuts. 

At WFAA, however, we've 
developed a much narrower con- 
cept with a more defined appeal 
and distinctive edge for adver- 
tisers. We call it Southwest Cen- 
tral. It's basically a news and 
music format, but people listen 
because the sound rings true. 



They can believe our calibre of 
network, regional, local news . . . 
sports, farm, business, entertain- 
ment, women's, weather. They 
can quote it in conversation, use 
it in making plans. And they 
never tire of the interludes of 
good popular music in between. 

So there's really no reason to 
switch the dial. If this non-dial 
switching audience seems right 
for your product, call your Petry- 
man. He'll let you have them for 
13, 26, 52 weeks or morel 

WFAA I 
820 I 

WFAA-AM-FM-T\^ 
Communications Center / Broad- 
cast services of The Dallas Morn- 
i n g N e w s / R e p r e s e n t e d b y 
Kdward Petry & Co., Inc. 
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Interpretation and commentary 
on most slgnirtcant tv/radio 
and marketing news ol the wiek 



Warner Brothers is setting a new pricing mark (or syndicated features in tv. 

Tlie firm's iic\s 25-litle packiigc. wlio-r plaiming i^ J.MKi'ly tljt- liraiin lnld i)f 
t\ v.p. Jiic Kotler, also sets a miiiihcr uf pn-Lrdciits: 

• l( iiinrks W'B s entry into s> iidicalion of its own ffaliirt'>. Ilillierlt), llic) were 
liandled 1)V outside distributors (AAI', now UAA. originally; more rt'tviilly, Seven 
Arts). 

• It confirnib a trend toward ^mall packages in wliicli, aciurding tu Kotl'-r. 
"the eost-pcr-pietiire will l)C considerably liigber" even tlioupli the total lo^t to a 
station "will be comparatively lower." 

• It pnts lieavy stress on color, siine 17 of tlie 25 pictures were i-olor-fdmcd 
ami are available to stations on a color ba^is. It also stri'ssi-s ncwm'ss: 1') of ibe fdm- 
were 1959-60 releases. 

• it is angled toward stations wbicb iilmuly have large backlogs of moMc- on 
band (sncli as tbe tbree-year supplies at tbe CHS 'V\' o&o stations, wliidi ba\c hongbl 
the \VB package) "to protect ibeir investments.'' 

Probable eventual result, as far as tiiiiebnyers are concerned: the WH fdms will 
be Used to "fresben" big local movie sbows. or will be sold to advertisers as "local 
specials. " 



Detroit is more bullish than ever on the subject of tv's sales ability. 

Station reps in tbe auto city now pre<lict "a record ;Imoiml " of business in spot 
t\ for tbe 1963-64 season (see story, page 29). Network business from the auto 
giants was never belter and sucli sponsors as Cbe\rolel set a pace in fnll-proprani 
buying. 

Tlie auto industry lias bad two pood sales years, now iiopes for a third. 



NBC TV is bringing back Victory at Sea for still another showing. 

Tlie veteran 26 baif-liour series was the basis of a 90-niiniite special, back in 
December 1960, on the network, wiib tbe first repeat of tbe condensed version lo Im- 
aired 7 December 1963. 

Tbe 1960 special cbalkcd up a 39'' sbare of audience, and network figures it 
will do as well again. Sbow is being sold at S26..S00 per minute, or $79,500 for 
tbird of program. 



Negro-appeal tv has received a serious setback in the West Coast's top market 

KI1X-T\', tbe Los Angeles ubf station wbicli started only a few montbs ago w ilb 
Negro-appeal programing full lime, has dropped virtually its full schedule, now i^ 
operating only two hours a night with film shows. Since .\epnt-appeal programing 
depends entirely on live shows, action r«Muovcs KIIX-TV from the field. 

Problem is financial .«inc(' heavy expenditures were inv<>l\e<l in propraminp 
live. Wlietlier KIIX-TV will re-enter field is uncertain at thi* writing. 

Only other Negro-appeal \s station i« I'niled Hro.idca^tiiig's WOOK-TV m 
Washington. 
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Network television has built a strong record of advertising consistency. 

History of network tv activity compiled by ABC, analyzed by srONSOR, shows 
no less than 88 companies have used network tv advertising for ten or more consecu- 
tive years. On an average year, this is about one in four using the medium. 

Looking back to 1949, when the medium was only beginning, total of 32 com- 
panies have used network tv for 15 or more consecutive years. Total is significant, 
considering that only 99 companies used the medium that year. Perhaps deserving 
recognition for their consistent support and use of network tv from the beginning 
are these 32: 

American Home Products, American Tobacco, Bristol-Myers, Chesebrough- 
Pond's, Colgate-Palmolive, Firestone, Ford, General Electric, General Foods, 
General Mills, General Motors, Gillette, Goodrich, Goodyear, Gulf Oil, Interna- 
tional Shoe, Kellogg, Lever, Liggett & Myers, Mars, National Dairy, Philco. Philip 
Morris, Procter & Gamble, Quaker Oats, RCA, Speidel, Standard Oil of Indiana, 
Sterling Drug, Swift, Texaco, and Westinghouse. 

Since 1949, 23 companies have missed only one year. They could be con- 
sidered runners-up in the network "Hall of Fame." Of the 23, all but two missed 
only 1949, arriving in 1950. R. J. Reynolds missed out in 1951, Miles Laboratories 
iii 1953. 

Of the 99 from the 49'ers, an additional 18 started, were out in scattered 
years, but are network tv advertisers now. 

Experimental use of the medium in 1949 is reflected in others who dropped 
out over the first few years, companies such as: E. L. Cournaid, Phillips Packing. 
Pioneer Scientific, Bond Stores, Bonafide Mills, G^'orge S. May, Frank H. Lee. and 
others. 



Stereo fm is giving WABC a noticeable boost in Nevir York-area business. 

Starting 27 September on WABC-FM, N. Y. — the ABC o&o fm outlet which 
began stereoca&ting earlier this month — will be a 13-week live stereo concert serie.<. 
due to be sponsored by the Italian airline, Alitalia. Time slot will be 9.05-10 p.m.. 
Fridays. 

WABC-FM has also made a deal to air, in stereo, a series of 20 concert-nuisi(' 
shows originally taped by Britain's BBC. 

The station estimates that "over 15% of the estimated 2.5 million fm homes in 
the New York metropolitan area are equipped for fm multiplex stereocasting." 



When a new tv station goes on the air, it starts looking for feature flLms. 

So notes Seven Arts, which has lately been among tJiose syndicators selling 
sizable groups of features to tv station newcomers. 

Sample sales from SA: KVDO-TV, Corpus Christi, Texas, which bought 260 
features: WHNT, Hnntsville, Ala., which bought the same number: K\^M-TV. 
Monahans, Texns, which bought 211. 



20 



SPONSOR/ 12 ArcrsT |9( 



SPONSOR-SCOPE 



(CONTINUED) 



More selefctive spot radio buying has caused a major rep to increase its staff. 

AM luidin Sii Ic^ liiis l>lii('|)i'iMt('il >tii(T inn ••;(■.<•> m New ^oik. 'Jtn-.tfin iirnl 
Frifiicisco. jiui iiUo plan> ii .•«ic;il f\|);iiiNi»)ii ;in of it- oHich .-iMri- m Ni-ss 

York ;it 666 Fifth Ave. 

Per-oniu'l ao|iiisiti()n> liy AM Uadio .Snlc-.: Jtilm I". M<iaii. foiuii t s.p. \ -al'-. 
ni;iiuip(M for W'I'AT. to ttic X.Y. oUrtc; John l)i ;in<)(iii( i . foinwi t\ -.ilr- iiMifii^ci 
for X'eriiard. Torhct & .McCoiiiicll, to the (>hi(;iHM -.ah'"; -tiilT: I'at Hod^r-.. fonirril\ 
wilii KSFO. San Fraiifisco, to the S.F^ s;il«-.- >t;ifr; Max HiimIi, formerly with 
luniio Sales Promotjon, to the X.Y, new Inisiiu'.-s & marketing dcpartiin iit. 

Says /VM liadio Sales president W'ilniot '"HiH"' l.oscc: "'rhe .-.idintfriiif; of .mdi- 
eiKT hy Histinrtive progranniip. tin" coiifnsion c^irscd by tlic ratinp.- and r<'-<'ardi 
situation, together with clients' hiiyiiig sperifications and demands for nuTi h.indi- 
inp. have rieated a need for preatcr ipiaiitativc selling of onr -tatioii>. " 



Networks are about half-way home in getting sponsors for next year's election coverage. 

NBC is wrapped up, with Gulf Oil picking up the lal». (]MS li.l- In-titnti- of 
Life Insurance for one-quarter. AUG reportedly has several advertiser- nc.ii the 
signing stage. 

Presentation from GBS last week -hows tjiiartcr -ponsnr-hip >ellinp at S2.(l.i().' 
000 gross, including 16 lionis of aii lime and up ly 9() coniincrcia I rnintiti-, 
exclusive of radio time. Package inclnde-i pre cmuention -how.-, ronsfiition i nsciagc. 
four candidate profiJes, pre and post-election repoi ts, and election coverage. 

If you like box car figures, GBS offers this one; quarter -pon-<»r-ilup will pro- 
vide range of /.5/ in 530.6 hilliori prnss linmr {riiiiirssiiiiis. 

^ 

A spot-radio promotion by a tv station? It'll happen soon in San Francisco. 

As part of a $300,000 fall audience promotion drive, Gronp \\ outlet KPI.X. 
San Francisco, has |)enciled-in a multi-station radio selie<lule. starting in a few da\-. 
Aim of campaign: to boost KPIX viewing in it.- full area. 

The spots will be heard on K.\HL. Oakland (a higli-ratcd •■••as\ li-lciunp" 
station) : KDIA. Oakland: KEEX. San Jo.^e: KVO.V, Napa: KPAT, Berkeie> (anutber 
strong "easy listening" outlet): KFOG and KGBS. San Franci-co. Interc-iiiipK . 
KPIX does nor have a '"si.iter" radio outlet, as many major alFdiatc- do. on whirli to 
gamer gratis plugs. (See story on KPIX, ibis i?r:-ne. page -13) 

The radio campaign, under the supervision of promotion chief Boh Na-lnck. 
will feature special sound and music effect- drawn from a series of new fiM'.-i-<-t»nil 
animated "generic lead-ins" due to be u-c«l on KPIX it-elf this fall 



Metropolitan Broadcasting likes to stick its neck out in controversial shows. 

Having tackled some strong -ocial ibemes (mental health, etc.) in the group'- 
own tv documentary- shows. .Metropolitan plans to uncork a big one. in the near fniurc. 

In telegrams to the press last week. Metropolitan announced it had -ignrd 
"exclusively" for tv I>owell D. Skinner, notorious Amerie;m We.-l-to-Ea-t turna>at. 
and that "plans for a major and significant tv presentation will Ik* announced shortlv." 
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The radio/tv airwaves are humming with new-product promotions and tests. 

Here are a few to watch: 

Via Ted Bates, Colgate-Palmolive ib moving into national activity for Action, 
a new brand of dry bleach. 

Through the same agency. Brown & Williamson is testing a pair of new cigarette 
brands, both king-size and both witli fancy filters. The brands are called Breeze 
and Avalon. 

General Foods, via Young & Rubicam, has test campaigns going for Jell-0 
Whip 'n' Chill, a fancy dessert line, in the Southwest. 



That Wednesday-night networit tv battle grows hotter — even before it starts. 

Last week in Sponsor-Scope, we reported some of NBC TV's free-swinging predic- 
tions concerning Espionage, with which it plans to compete with ABC's Ben Casey 
and CBS' Beverly Hillbillies at 9 p.m. on Wednesdays this fall. As NBC sees it, both 
of these high-rated shows are due for a decline in the 1963-64 season. 

ABC TV reacted quickly, charging the NBC prediction as wishful thinking. 

"If both Casey's and Hillbillies/Van Dyke's share each declined to a 40," said 
an ABC source, "this would allow a maximum of 16 share points for Espionage, 
and there's no guarantee the shares will drop that much." 

Also, said ABC, NBC was having trouble clearing a long lineup for its new 
show, particularly in two-channel markets where the tendency is to slot Casey against 
Hillbillies, and let Espionage find its own time period. 



Radio-tv problem for small agencies: when they build an account, it gets swiped. 

A good example can be found in the appointment of Kastor Hilton Chesley 
Clifford & Atherton, a New York ad shop with strong tv orientation, to handle adver- 
tising for Matey products, a line of bath-time items for kids. 

The Matey line is made by J. Nelson Prewitt, Inc., which has been acquired as 
a subsidiary by Economics Laboratory in a purchase of most of the Prewitt common 
stock. Kastor Hilton has been ad agency for Economics Lab's Soilax and other 
cleaning products. 

The agency which helped build Matey from a standing start, some four years 
ago, to a business now grossing some $20 million annually is the Hanford & Green- 
field Division of Hutchins Advertising in Rochester, N. Y. 



At least one answer to the "different audience" am-fm problem has been found. 

It's a new development worked out by Toronto, Canada good-music station 
CHFI, whereby an engineer at the master control panel can send out "separate am 
and fm commercials simultaneously, with one message routed to the am transmitter 
and a separate message tailored to the fm audience directed to fm transmission." 

Pleased with its new electronic gadget, CHFI announced it was now "able to 
accept a wider variety of commercials" and tliat "messages with an appeal to a 
specific listener-group can now be delivered with more certainty of appeal." 
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SHARE 

PULSE: Cincinnati Metro, 
March-April "63 (see graph] . 
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Family 
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1 Share of 
households 

with 3 or 

more 
members.* 



Consisting 
of 
1 Share 
of the 
affluent 
18-49 year old 
audience! 
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PULSE: CINCINNATI METRO. MARCH 
APRIL -63 TOTAL RATED TIME PERIODS 



...the BUYING POWER 
of Cincinnati 



that's whv 



ARCH I 

RIODS ■ 



the largest 
SHARE of 
any RADIO 
STAIION 
in the top 
20 markets" 




•Cincinnati PULSE LQR, NOV., 1962 

•• LATEST PULSE IN EACH MARKET, ALL RATED TIME PERIODS. 
(Subject to usual Pulse margin of error.) 



in Cincinnati 



"555 FIFTH 



Letters to the Editor 

and Calendar 

ot Radio/Tv Events 



JUST FOLLOW YOUR NOSE 

Then there was the time, Gentle- 
men . . . 

at WMTV, Madison, Wisconsin, 
back in 1955. 

I was the fractured cameraman 
who heard announcer Ross Gordon 
urge everyone to rush right down to 
the nearest Kroger store and pick 
up a jar of Chippy Skunk Style Pea- 
nut Butter. 

Honest! » . ,. . 

Bans Frank, 

Manager for International Sales 

Screen Gems, Inc., New York 

^ See "Of Split Poo Seep . . . And 
Other Fluffs" 29 July issue. 

DELETE FM CONNOTATION 

To say that I was stunned when I 
read Fred Rabel's report of a recent 



NAB Board meeting, is putting it 
mildly. 

Surely Fred must have misunder- 
stood Dr. Roslow of Pulse, Inc. It 
is inconceivable that Dr. Roslow's 
long e.xperience with radio would 
allow him to consider FM as "a 
third medium and not radio," and I 
quote Fred Rabel's report to the 
NAB-FM Membership dated 16 
July, 1963. 

FM is RADIO ... It is so consid- 
ered by the FCC and according to 
a recently reported Harvard Study 
FM set sales and FM revenue is 
rapidly catching up with AM and 
will pass AM set sales by 1968 and 
AM revenue by 1975. 

Here at KAZZ we refuse to con- 
sider ourselves other than a RADIO 
STATION and do not even mention 
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AUGUST 
National Community Television Assn., 
2nt] annual management iastituteii 
University of Wisconsin, Madison 
(11-15) 

Gcorgi.-: Assn. of Broadcasters, 2nd 
annual tv day, Macon, Georgia (14) 
Fordham University Conference on 
Educational Tclevi.nion, 3rd iinnual 
conference, Rose Hill campus, Ford- 
ham (19-23) 

Oklahoma Broadcasters Assn., con- 
vention, Western Hills State Lodge, 
Wagoner, Oklahoma (23-24) 

Flaherty Film Seminar, 9th annual 
seminar, Sandanona, Vermont (24-3 
September) 

Television AfRliatcs Corporation, 
programing conference, Hilton Inn, 
San Francisco (26-27) 
Board of Broadcast Governors, hear- 
ing, Ottawa, Canada (27) 

SEPTEMBER 
West Virginia Broadcasters Assn., 
annual fall meeting. The Greenbrier, 
White Sulphur Springs ( 5-8 ) 
Arkansas Broadcasters Assn., fall 
meeting. Holiday Inn, North Little 
Rock (6-7) 

American Women in Radio and Tele- 
vision, educational foundation, board 
of trustees meeting. New York (7) 

Western Assn. of Broadcasters, an- 
nual meetiiig, Jasper Park Lodge, 
Alberta, Canada (8-11) 
Radio Advertising Bureau, manage- 



ment conferences, The Homestead, 
Hot Springs, Va. (9-10); The Hilton 
Inn, airport, Adanta (12-13); The 
Holiday Inn-Central, Dallas (16-17); 
Gideon - Putnam, Saratoga Springs, 
N. Y. (23-24); O'Hare Inn, airport, 
Chicago (30-1 October); Rickey's 
Hyatt House Hotel, Palo Alto, Calif. 
(3-4); Town House Motor Hotel, 
OniaJia (7-8); The Executive Inn, 
Detroit (14-15) 

Radio-Television News Directors 
Assn., 18th international conference, 
Radisson Hotel, Minneapolis (11-14) 

American Women in Radio and Tele- 
vision, southwest area conference, 
Houston, Te.tas (13-15) 

New York State AP Broadcasters 
Assn., l);inquct and business sessions, 
Gran-View Motel, Ogdensburg (15- 
16) 

Louisiana Assn. of Broadcasters, con- 
vention, Sheraton Charles Hotel, 
New Orleans (15-17) 

RoDins Broadcasting Co., stockhold- 
ers meeting, Bank of Delaware Build- 
ing, Wilmington, Delaware (17) 

American Assn. of Advertising Agen- 
cies, Western region convention, 
Mark Hopkins Hotel, San Fnincisco 
(17-19) 

Advertising Federation of America, 
lOdi district convention. Commo- 
dore Perry Hotel, Austin, Texas (19- 
21) 

Assn. of National Advertisers, work- 
shop, Nassau Inn, Princeton (26-27) 
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the connotation FM in our sales 
presentations unless asked. 

We have increased our billing by 
400% in one year . . . We just sold 
$15,000 in new business in a sLt- 
weeks drive for our CCA campaign. 

A strictly FM survey made by 
Conlan in Austin in January gave 
FM a 45% penetration in Austin 
homes with a much higher percent 
of hourly and daily tune in and for 
longer hours. Our share of this audi- 
ence enabled us to compete easily 
with all the five AM and two other 
FM stations, selling at a higher rate 
than some of them. 

FM IS RADIO , . . When FM 
owners and managers crawl out of 
hiding and delete the connotation 
"FM" from their thinking and pro- 
gram, sell and promote RADIO, 
they will no longer need to apolo- 
gize. They will be able to laugh all 
the way to the bank. 

Homer Griffith, 

General Manager 
KAZZ, Austin, Texas 



I SPANISH MARKET PIONEERS 

1 I read with deep interest your 8 

g July article regarding the Spanish 

g Market, particularly in Southern 

1 California. 

g Let me congratulate you for this 

S fine and ample article — but — how 

1 do you explain that our program 

1 Panorama Latino wasn't even men- 

1 tioned? 

1 Permit me to say that oiu: Span- 

1 ish program. Panorama Latino has 

S been successfully on the air for the 

i last seven years, over KCOP-TV, 

1 Channel 13, in Los Angeles, and ha5 

g now t^vo weekly programs on Sat- 

= urdays and Sunday. 

I We are not newcomers to thf 

1 Spanish Market, as a matter of fact 

H \\c are pioneersl Mr. Angel Lerma 

g our president and general managei 

i is a \'ery popular person among hi: 

= Spanish \'icwers, and his progran 

5 and personality is \'ery well knowi 

B in every major advertising agenc; 

I in the country. 
= Alex Colombo, 

g Public Relations 

Panorama Latino TV, Inc. 
Los Angeles 
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" PORT li AIT 
OF A .U.IA'" 

Jnnimi^ ibiimi.tiT stwiv n{ 
It SjimiJi niJtlt mnii in llir 
cmri nj I'liilifi II . 
Ji-nliin t iirr ilt jliiiil liyll- 
nic ami siijl pidorinl s/ Wf. 



i// a class hij ilsrif 



Masterpiece — exceptional skill, jar-reaching values. Tiiis is tlio quality 
of \\'\\'J radio-tcK'x i\i(>n scrx icc— in ciitcit.imnu'iit. now s, sportv iiifomiatiou, 
aiui pul)lic affairs pioiiralnniinc. The icstilts arc imprt>ssi\ c— iii .iiidioncr loxalty 
-mid coiiiimmity statiiri'. and in ^11 \ ^ 

sal(>s- impad for {he advcrtiMr \\ \\»);|IhI »> \>')~ 1 \ 
on WW J Kadio and Teloision. THE NEWS STATIONS 



Ov.ned and Operated by Tt-o Det'O t Ne.-.s * A" a:e3 v."; ^,BC • : -i P r 
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•• " Vi- ismaJS lie. 

•Jj 



lndetalUfliUierise,(all 
sfld comeback of boiing's most 
revered figure, Metropolitan 
Broadcasting Television scored a 
stunning success with its latest 
production,'iN this corno joc loun" 

This two^r documentary Is one 
of a series of distinguished 
special programs produced by 
Metropolitan Broadcasting Television, 
for showing on our seven 



televtslonpropertiM. 
Millions viewed this dramatic 
presentation (over 1 mittion homes 
in the New York area akme*), 
and sports writers and critics 
applauded its powerhouse impact 

As part of MeUomedia's "quality 
operations" pMlosophy, all 
divisions strive to pro^ the 
finest in entertainment , information 
and education. 



innerand Still Champion 



"...It's worth viewing for 
those who missed it last evening.' 

JACK O'BRIAN. JOURNAL-AMERICAN 



"An ambitious project of Metropolitan 
Broadcasting Television, a division 
of Metromedia (new owners of Channel 11). 
Vividly, it illustrates the end of an era . . ." 
DON PAGE. LOS ANGELES TIMES 



"There Is humor, pathos, love, tragedy.' 

OAVE BRADY, WASHINGTON POST 



Wa\ comes through is the 
basic charm of the champ, his 

ingenuity and affability, 
-tfus the exciting times spanned 
by his rags to riches story." 

ml HARRISON. WASHINGTON STAR 

\ 



"A standout... Abounding 
in human interest" 
BEN GROSS. DAILY NEWS 



"Both a stirring tribute to Louis \ 
as a man and fighter... \ 
the artistically assembled program 
Is definitely a knockout" 

BARBARA DEUTINER, NEWSOAY 




' "Pure nostalgia for aging 
fight fans, and a fine 
introduction for oUiers." 

JOHN HORN. HERALD TRIBUNE 




/ 



METROPOLITAN BROADCASTING TELEVISION 
A DIVISION OF METROMEDIA.ING. 

WNEW TV New York. KTTV Los Angeles. WTTG Washington.O.C.J(MBC-TV Kansas CtyJIo, 
KOVR Saaamento-Stockton. Cafifomia. WTVH Peoria, Illinois. WTVP Decatur, Illinois 

OTHU OIVISK)NS OF ICTROICDM. MC.- ICTimmAN BMAOCASTM 

MHRO RADIO SALES. FOSTER AM) lOClSEII OimnOR AOWmSMC. KX CAPMXS. MC. 





how do you fit a giraffe into a carafe? 

You can! ... if you're willing to settle for just the tip of the nose. Like ranking TV markets. 
You can take a small portion of the market by using the SMSA metro approach . . . but if 
you want the whole giraffe, you've gotta rank by total market! Point. More than 90% of the 
Charlotte Market is located outside the metro-area. The total Chai-lotte TV Market con- 
tains 574,800 TV homes . . . ranking 20th in the nation . . . first in the Southeast! * No neck 
to neck race, WBTV is 'way ahead in the homestretch with an 87% lead over the market's 

second station. l—l l— l l— l i 'ARB TV Market Digest 



,1 
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CHARL®TTE 

JEFFERSON STtNOtRO BROtOCtSTING COMPANr 
Represented Nillonally by Television Advertising [T^aR] Represenlillves. Inc. 
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CAR BILLINGS SOAR 



Television car gross time billings this year expected 
to rise to a record S70 million or even go beyond 



Detroit 

TiiK luiininint; nuitor car dt\' on 
tlu' .s\vif(-in()\'int; Detroit Ki\i'r 
iKva\s t;iki'«; on air of clivp su.s- 
(HMiso ami ilraina .shortly lu-foro in- 
'rodticini; now car hkxIoIs. This 
car, lio\\i'\i'r. witli prtKliiction at 
lear-rcoord I'ls, tho nation's aiito- 
nobile niantifacturi'rs arc dcter- 
niiietl to /ooin hicher than Morcnn 
istronaiits. And to tlio hroadcisf in- 
histr>-. television as well as radio, 
his should mean record Sinus nf 
noney in the till for 19fi.3 and 19f>J. 
A report from Detroit last week 
evcalixl that some 7.340.()0() cars 
^■o)ild he pnKlnce<l this \oar. a 



more than lour perci'iit uain from 
tlu^ 6.7 million 1962 ifuxleK. Some 
infortned sources pre<lict that the 
aiito pi. lilts \sill come inii;ht% close 
to the 7.92(MXX) c-alend.ii %ear rec- 
ord estahlisluxl in 19.5o. 

\'irtH;)lly owpione interviewed 
ill the aiito fii-ld last w ei-k w as high- 
ly optimistic re<;ardiiii; jirospects 
for 19(>1 As new model tinu' .ip- 
proaclu's. motor car .id\ crtisini: ili 
rei'tor>. aiK eitisinjj aiiencv media 
chieftaiiK and station repii'senta- 
tives .ire almost e\iessi\el\ optimis- 
tic ahoiit tin- fiitnri-. The> are con- 
fident that .miuial aiito sales wonid 
iUcraije eicht million units ju-r \e.ir 



In 1970. unless, ot ctnirse, s»)me 
iinforsi'en economic cirtliriiMke 
wen- to mar tlu- hriclit cam. is. Of 
oiU" fhiiii;. tlu-\ .ire c-ert.iin: inedi.i. 
p.irticiil.irK . television, will pl,i\ 
,1 l.ir more sinnific.iiit role m sellim; 
tlu' lieu niodi'ls to ilie .\meric-.iii 
people. 

Aiillioril.iti\ e s))iirce> told smN- 
Miii th.it for 196-3, tele\ision car 
^ross timi' hllhiiLls .ilone should ris»' 
to .1 record S7() million, or e\i"n ni) 
hewuul. In I9fi2. i:riiss tune hilliniis 
for iK'tuork .iiul spot t\ wi-re $-37 
iiu'llioii. .ic-cordnii; to T\ H, wliicli 
u.is close to the pe.ik 's.'VS 1 niillion 
for 1960 W liile tot.il l.illiims solid 
line 111 .il)o\<- di.irt li.ue shown 
sli.irp rise since 19(il. network hill- 
incs li.i\e increased <>iil\ iiuxlenitch 
broken Inii- lUtweeii the solid 
.iiid lirokeii lines ,ir< spot t\ hill- 
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iiig.s whieli sliowed a big jump in 
1962 (from $13 to $19.3 million) 
and are lieatletl oven liigher in 
1963. Automotive gross time l)illings 
for tlu> first Jliree months of tliis 
year wore $18 million for both net- 
work and spot. Last year, for tin- 
same period, it was around $13 
million. 

Leading automotive advertisers. 



the big motor car companies as 
well agency admen and station reps 
looked for higiier spot tv billings 
this year and predicted as good, if 
not better, figures for 1964. 

Gail Smith, director of advertising 
and market research for General 
Motors, told SPONSOR that his 1961 
broadcast budget woukl shape up 
about the same as in 1963. lii a 




Automotive ad execs hail broadcasters 

Gail Siiiilh (1), dircclor of ailvcrtisnig and market rcsi-arch, C;ciieral Motors Corp., aiul 
Hichard K. Forbes manager ot corj'oralc ailvcrli.sing, Chr>slcr Cori),, salulo nets 



iucluciing General Motors, Fortl 
Motor Co. autl Chrysler Corp., not 
to mention such big names as 
Studehaker Corp., and American 
Motors Corp., will be selling their 
196t motlcl cars via the living room 
screen. On the whole, Detroit .seems 
mighty plea.sed with the video 
properties tiiey bought for the com- 
ing season. General Motors again 
led the field with tv expenditures 
of $23,820,051 in 1962, compared 
with $20,711,082 in 1961. Geueial 
Motors' inerea.se of more tiian $3.1 
million was clt)sely followed by 
Ford's tv increase of $2,890,352. 

Spot tv six^nding of General Mo- 
tors tlealers and dealers groups 
were up from $3,047,860 in 1901 
to $4,488,130 in 1962. Likewise. 

I'ord dealers" euujlovinent of si)ot 
t\ was up from $3,300.0.30 to $5.- 
0.53,800. and Amerieau Motors 
dealers, up from $1,208,880 to $2.- 

101.2.50. ,\rK crtisiiig managers of 



jocular mood, he said: "WVil wait 
to see what the competition will tlo 
to us." He was referring to Chevro- 
let on Route 66 over CBS opposite 
bob Hope (ChrNsler) over NbC as 
well as Chevrolet on Bonanza over 
XbC opposite Judv Garland on 
CBS. 

i^egardnig tiie boom in ear sales, 
Smitii observed that he was "very 
o|)timistic" about next \ear. "We 
liave reason to believe it is not a 
onetime shot." he said. "W ith econ- 
omic conditions staving as is. we're 
oi^timistie." 

Smith said General Motors' full 
scale, long-nm advertising elfeetive- 
ness study is underway. "It is in the 
field.' he said. "We've completed 
two waves and we're building up 
a 'bank' of information. It will be 
up la 18 months before we will 
start going into some of the refine- 
ments of the stiidv ." Smith ob.served 
that General .Motors hoped to learn 



a great deal about o\er-all market- 
ing problems bevond advertising in 
this probe. 

Smith did not think that the gov- 
ernment should set standards for 
broadcast ratings. As for General 
Motors, Smith said it usetl ratings 
"as one tool in deternuning the 
success of a program." 

"We are satisfied that the concept 
of the rating approach is alright," 
he said, "and so is the sampling." 

The GM executive was highly 
complimentary regarding the over- 
all programing job on the three 
networks. "I would give the net- 
works an A for effort," Smith said. 
"I have a great deal of sympathv- 
for the problems they have to solve. 
Thev- are doing a fine job filling out 
the many hours a week on their 
schedules." 

Smith was particularly impressed 
with the public service programing 
by the networks. "I have great ad- 
miration for these men at the net- 
works and the kind of job they are 
doing." 

On the other hand. Smith was 
disturbed b\- increasing media costs. 
"We're serious about the rising 
media costs," be declared. "We are 
perturbed by the rise. The elastieitv- 
of the advertising dollar is just 
about gone. We hope other ad- 
vertisers feel the same way. It is up 
to media to maintain qiuility with- 
out crying the blues and just auto- 
maticidlv increasing costs." 

The rising media cost problem 
also was regarded vvith dismay bv- 
Hii hard E. Forbes, manager of cor- 
porate advertising, Cbrvsler Con^., 
and supervisor of the current Chal- 
letiiic ads. "Evcrybwly is bothered 
by rising media costs." he said. 
"Obviously, we're looking at all 
kinds of costs in an attempt to be 
more elficient.' 

For the coming fall and winter. 
Chrysler w ill be knee-deep in tele- 
vision vvith a massive budget that 
eould easilv go as high as $23 mil- 
lion. In faet.'it is the biggest video 
sales plunge since the sensational 
19.55- "56 season when Cbrv sler es- 
tablished a record sales score. 

"We have a verv- extensive pro- 
gram lined up." Forlies said. "It will 
mean a lot to us and a lot to tele- 
\ ision." Beportedly. it cost between 

SPONSOR/12 AUCi'sT lOfi.1 



^ Li 



'>>[',] iiiillion .111(1 $1-1 iiiillioii to 
tllf I5<>li lliipf stTics on NIU]. 

iMirlit's tnlcl M-oNNOlt tli.il tlic 
\|}C-I}t)li ll()|)<- scries will Itc liio- 
kcii lip iiitn twi) scumciits. Vll the 
Hope shows will be c-iilli-tl Chrysler 
Presents A Holi Hope Siu eiiil. 'i'lic 
jcst ol till' scrif-i fi';itiii ini; top 



tli.iiii.i, uill lie idriitiiii'd .IS /{(>/> 
//i»/>c /'rcsrn/v 'l ite Cliri/^li r I In ii 
Ire" 

It w.is 1^. V 'I'ou iisciid, pi csiilnit 
nj (,'lir\slrr ( loi p. wild iiisislcd tll.it 
tlicic lie "(pi.ilit\ .iiul (lisliiu'tinn" 
III till' iipcoiiiiiit; pi'ixliK I ions on 
\ lU .u'cordiiit; In l''orl)fs. l-'oilx s 





I'lii M <.<'.is<iii will Mt I ir i i.iL.1 rv 

li icViim \M<I< c-ioiiit "I I iil'Tt.iinioi I I 
CliiNrolit uill ciii tiiiiii «ith floixjn- i 
(.ilxiM'- nil CHS-T\' .ii<<| .iImi ill I 111 
(Kills iiiii'-<l.i\ roiiii(lii|i (III \HC-'r\' Hour 

<iim />ii/j llofc St ri< \ .Is Will .1 (lotk i<( 
•.|K)r!v iM'iil'. will 1)1 siMiiistiri 1 li\ (;hr\s- 
li r oil \I!C-T\". \i \\ lini r-1 >i)C Daniui 
Kuyi .s/ioft (ri!s-'I"\ \mI In sponstMiil 
,illi n).iti'-\\ <■< k. Ii ilf-1 11 r l»>' .\iiii ri ;iii 
M.iliirs. 1 iiril nliinv Hats I on NBC-IA 



Detroit-based 
station reps 
predict big '64 




William W. Bryan 
V.p., Peters, Griffin, Woodward 




Gabe Oype 
Account executive, Blair Television 



l)clio\cs that tin- Aiiiorifaii xiowcrs, 
upon scriiiij flu sciies. will ;i<:ic(' 
vvitli Cliiyslci that these ohjoctives 
have heeii attaiiiech Hope, Forbes 
inihcatetl, w ill seiAC as a " coriionite 
spoke.siiian," rather than, say, as a 
Dodm- or Plymouth voiee in flu- 




William W. Joyce 
V.p. & mgr., Katz Agency 




William H. Cartwright 
Sales manager, Edward Petry 



Excellent outlook for spot 

\'clcran I)i'lr()it-l)aM'(l station representa- 
tives look at the aiilomotive .spot fv anil 
spot radio situation for the 1963- '64 sea- 
son and cinerKc with a remarkably opli- 
niistie picture for the coniiui; months 



new pioyranis. "Hope will be talk- 
iiii; ill corjiorate terms, more than 
merely cielixerinj; a specific car 
eonimercial, " [-"orhes said. He fur- 
ther indicated that the new com- 
mercials will be (iresented in what 
he teiiniul "a new and interestinj; 




maimer." The corporate eommer- 
eials w ill be designed in the format 
of a two-mimite inox'ie. 

"C)m' plan is to have one hvo- 
iin'iiute corporate commercial as 
well as four one-minute commer- 
cials for di%isional products," 
Forbes said. "Thus there'll be fewer 
interruptions." He also .said there 
would be less clutter durinji; station 
breaks. 

Throujijhout the jiieeting Forbes 
kept referrinj^ to the splendid job 
that Younj;; & Unbicam is doing 
in connection with the production 
of the Bob Hope Show. Time and 
again, he cited Charles C. (Bnd) 
Barry, senior vice president and 
tlirector of tv radio department of 
and his colleagues for the 
skillful handling of the tictails in- 
\()lving the '"happy marriage" of 
Hope. Hevne Prodncfious and ' 
NBC. "Prai.se. respect, credit — all 
these w()rd.s — must be applies! to I 
Barrv' and bis boys, in this in- 
stance," Forbes saiil. 

Hope has alwaxs wanted to do a ' 
longer Christmas show and nc.\t 
season he will have bis wish. On 
that occasion it will run ninet> 
minutes, Forbes indicated. .Ml the 
ilivisioiis will be in participations ^ 
in post-announcement poricxls. 
I'^jrhes also said. 

Till- new symbol of Chr\sler ■ 
Corp. — fill" piMitastar — also will ob- 
tain great iwposiire on television. 
'\\'e hope the pentastar will l>ecome 
as celebi ated as the N'BC peacock, " 
l-'orhes said. '"Knowing how vital 
the tclcvisicni medium is, we feel 
that the pentastar will get enormous 
expo.siire." T 

Forbes agreed with GM s Smith I 
that the N'ielseii rating teclmicpics. » 
on a national scale, are safisfacfor)'. \ 
""On the local ai^ea, tbat s where the i 
problem is not satisfaetor\ ," Forbes | 
said. He explained that Chrvslcr ♦ 
"never uses ratings to the point 
where the show goes down two oi 
three points and therefore it is ter- 
rible, or if it goes up two or thrcH 
points, the show is terrific." "Ui 
realize there is a spread that car 
be applied to the actual data thai 
.Viel.sen provides," he said. 

W hat does Forlx-^; think, goiier i 
ally, of the I9a3-'(>1 television line 
(Plaisc turn to /)fjgr 61) | 
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Radio spots 
sell concept 
of democracy 

Sonderling stations launch 
unusual year-long drive 

Railid spots ;ui' Ix'iiijj liann'ssril 
t<) srll di'inoirai'v. Six .S(iiul(>r- 
licij; stations haw latinclu'd a yrar- 
loiiji I'lliicatioiial campaign to ti-acli 
'till' full c'DJicriit of Aim'rican 

.Sniiidcrlintl sp()ki>sm<Mi fstiinatr 
Ihp (.ost of tlu> fain|iaiun. if it uoiilil 
be sold I'Oiiimnciallv, uoiild in 
the iu<iulil)oHi()(Hl of 'SI I2().(KX). The 
Si|)i)tii, 80 to 95 si'conds in k-nnth. 
Htp prepared and ch'h'vcri'd hy I'rof. 
Robert A, Scahipiiio, chairman of 
tilt' I'ohtical Science Dciiartnient 
jlt tlie Unr'ersity of (>aliforin'a at 
Brrfceloy. 

From Chicago to the coast 

, StitiiiDS in th<> Souderh'nji s;ronp 
airiiii; the spots are: W'Ol'A am and 
fm. {>-ik Park-Chicajio; W'DIA. 
Mt'jiiphis: k'DIA. Oakhnid-San 
FTiiiK'isco, and Kl'OX am and fm, 
sm'ing thi' Ijos Anjieles-Lonji 
Branch area. 

Under the titU- "Declarations for 
Dt'iiiocracy," the radio spots take 
direct stands a;4ainst hoth com- 
munism and the idtra-rii^ht. In a 
itroiiil statement "On People's 
DcDHicracy." one Scalapiiio sjuit 
notes "Connnnnism is not jieoplc's 
drniocracy. It is one jiart dictator- 
sliip in which a small jirivileued 
rlili» holds ahsoliite |)<)\ver (n'cr 

Strikes at Birch Rroiip 

Ahil jiskinii "Do We need a dicta- 
tor?" tlii' C]alifornia jirofessor takes 
ihr liirili society to task. "These 
ire slT:iii;i|t" doctrines for a societ)' 
tllal cLifiiis to he American. This 
iStion li.is existed for nearly 2(X) 
vears wiihtiiit dictators. ICvcmi in 
.iirtrs of crisis, onr jieople \\iwc 
•ays rojecteil those men on white 



horses \\'iio w.tnt to tell iis uhat to 
read, \\ iiat to think, .ind wli.it to do. 
We ssould yaiii notiiinu if ue tlircu 
denioer.ie) aua\ to defe.it (.'ounmi- 
insni, as the John Hireli Society 
uoiiid ii,i\e IIS do. The aiisucr to 
( '(iimiiunisiii is not some kind ol 
aiillKirit.iriaii or l-'aseist control. 
The aiisuer to ( Jomiiiniiisin is .1 
hi-ttcr .111(1 fuller democracy for all 
ol our peoi)le." 

I'lumoiit .Soiiderliiisj, president of 
the stations, s,iitl the "Decl.iratioiis 
lor I )emoerat-\ " sellinj; camp.iiuii 
u'as eoiieei\i-d for the purpose of 
ediieatimi the aiidii-nees ol these 
st.itioiis to the "l)iu lie" of hotli 
(^iininiinism and the e\tr(Mnists of 
the rinht. 

Ilecalls tras'cls ahroad 

"W hile thi> .American piililic is 
wfW inlorined, it still lacks the pre- 
cise kiiossledjje and nnderstaiulintl 
of the idi^olo^ical dancers prv- 
sented hy the nltra-lcft and ultra- 
riylit. Diirinij my travels ahroad. 
particularly in Iron C'urtain coun- 
tries. 1 became aware of the fact 
we Ain(>rit-ans do not have reatly 
answ(>rs to s|5ecific ((nestions asked 
of .Vmericans. nor do ue have an- 
su(>rs to many claims made hy 
C'ommnnists for their s\ stein of 
^overnincnt," Sonderlini: said, and 
added: 

^^'ill rehiit Coinimiiiists 

"It S(>emcd to me radio provided 
an ideal int'ans for comiiiimicatiii'.: 
ill siin|d(\ straijjhtforu'ard manner 
the most important (piestions asked 
and statenuMits made hy Commu- 
nists and the ultra-rij;litists or 
I'aseists. In the 'Declarations for 
DtMiiocracy" s<>ries one specific 
statement or cpiestion is handled 
at one time. Facli 'Declarations' 
broadcast lasts a|ipro\iinately .) 
minute and a half. It is onr plan to 
broadcast each one manv tiiin-s 
daily. 

.■\d cniicept einploj'cd 

"In this uay the broatleaxt s.itiir.i- 
tioii techni(|iies uhich liase proved 
pr.it tic:il tliroimli the \ears in com- 
inerci.il ads'ertisinv; are hi^iii'.: ap- 
|ilietl to an t'thicational cainpaiuii. 
We helie\<' it will leave lastiiii;. 
memorable im|iressions on onr 
listeners." 



Till" spots .ire beili^ aiied on ,111 
a\er,ii;e of briuceii li\e to sc\iii 
times (I. lib (ivi-r c.kIi of tlie st.i- 
tioiis. 

This is the lirsi tiiiir. Sondir- 
lim; s.iid. tli,it proved tceliniipii-s of 
eoiimierei.d radio — "simple, direct, 
straiuhtforu .inl. piii-pniutcd, .md 
p\ r.iiiiideil amioiiiieciiienls" — li.i vr 
been used in s, itiir.it ion selici liih-s to 
tre.it the iii.ijor politic. d probli'liis 
■)f the d.iy. 

I'irst 2() spots sl.ited 

h'irst ifi ol the i-diie.ition.il spots 
h.i\e alre.iiK been scheduled for 
broadcast, while .111 addition, d 'f'i 
are heiiin prepareil by Dr. .Scala- 
piiio to c.irry the wrw series for ;i 
Near. 

Dr .Seal.iliiiio, li,is been :i profes- 
sor at the rni\erit\' of California 
since H)l<). a ye.ir follouimi his doc- 
torate in |iolitical science at ll.irv- 
ard I'liis ersit) . His book. "I'oreisjn 
Polic\ of Coiimniiiist China," is 
scheduled for piiblic.itioii by Preii- 
tice-ll.ill this fall, Previoiisb. he 
h.is published a inimber of tr.icts 
and analyses in the field of jiolitical 
science. 

As ailablc to stations 

.Scripts and or tapes will be 111. ide 
axailable to an\ station uliicli 
would like to air them. Soiiderlim; 
said. 

.Soiidi'rlint; aecpiired his first sta- 
tion — W()P.\ — thirteen years asjo. 
Startinsj out as :i siibtirb.in station, 
W()P.\ de\eloped into a foreimi 
l.mj^iiaue o|ier.itioi) for (^hie.nio. In 
|}).5 I. .Sonderliii'l ac(piired IC.M'I, in 
Waterloo. Iowa, and in PXjT, 
W DIA, Memphis. The latter station 
is |)ro<.iramed for the Necro aiidi- 
eiic<\ 

Sold K.XKl. in '59 

In P).")<), Sonderlini: sold kXl^b 
and acfpiired KDI.\,0.ikl mil u hii h 
he transforiiK'd into ,1 \e<:ro- 
oriented st.iiion ser\inc tlie S,in 
I'r.incisco are.i. I lis fourth st.iiiDii, 
ICI'OX, u.is piirth.ised in PMil .md 
is pro^r. lined tod.iy lorcoiiiitr\ .md 
WestiTu music. Pre\ionsl\, Soiuh r- 
liiu; u.is ,ieti\(' as .i st.itioii repre- 
sentati\'e, with .111 aib'ertisinv; 
,ii;eiH'y, and .1 sice president .mil 
Ueiier,d m.uKmer of riiited Film 
mil Heinrdiiit; Studios ^ 
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Danny Thomas 



slit llloil Lroll- 
ard ( I ) cxfc'ii- 
fivi- prodiicir, 
s h I) u n \v i I li 
Danny Thomas 



I ? Retire?" 

Ever so briefly, and yet in 
complete elarity, Danny Thomas 
sets aside the perennial rumors. 
"I'm an entertainer, first, last and 
always. In fact, I'm planning to do 
more than ever on the air next sea- 
son. Sure, I'm also an cxecuti\ c, but 
my first allegiance is to my own 
sliow. I had a respite when I went 
to Europe recently to record a num- 
ber of episodes in Venice, Rome, 
Paris, England and Ireland, but 
that's all over with now. Sheldon 
Leonard, my producer, and I didn't 
go abroad to save money nor was it 
because it was easier to do. In fact, 
we didn't save a cent and in some 
instances, we spent more on some 
of the sequences than it would have 
cost us to make them in Holly- 
wood." 

Equally at ease in the business 
world or the stage, the chief fac- 
totum of Marterto Productions 
quickly replies to questions or quips 
about himself or his company, 
which not only controls his own 
program, but a juimber of money- 
making tv enterprises including The 
Andy Griffith Show, The Dick Van 
Di/ke Sliotv^ The Joey Bisliop Show 
and other properties. 

\Vhat is it about The Danny 
Tlionias Show as well as other 
Thomas-inspired properties spon- 
sored b\' General Foods Corpora- 
tion, through Benton & Bowles. Inc., 
that calls for such encomiums from 
both \ icucr, sponsor and agcnc> 
admen. 

Thomas insists that his firm's real 
talent is in the casting of these pro- 
grams. He is certain that the al- 
chemy and secret for picking win- 
ners in situation comedies rests ir 
being good casters. 

"Wc have a good sense of niarr\"- 
ing cast members," he sa\ s. "All th( 
people in our shows arc happy 
Picking the right people for th( 
right job — that is our basic talent.' 

This feeling is shared by Ben 
ton & I^owlcs ]icrsonncl who worl 
closely w ith Thomas in the produc 
tion of die shows. However, there i: 



-Toothless Tiger' of Tv Comedy 



one importnni innrcilii'iit iii tin- 
ni.i^ciip of tlir proiiniin tli;it Tlioin- 
as f>iil"> to mention, but is ((iiickly 
lir()iij;Iit t<i linlit 1)\ l-ci- Hicli, senior 
vicf prcsitlcnt in ih;ni;o of nudi.i 
ami pronrariiini; for lU-nton (Si 
Howlt's. 

()l)sc>r\os Hicli, a pt-rccpliM' ail- 
nuni witli kocii sliowinan instincts: 
"Ovi-r a pcriiul of yi-ars <li'\ i'l- 

opi'il .1 ri-al pt-rsoiial rclationslnp 
witli D.inny 'I'lionias. W'r i-an anil 
do iiiaki- a lontrihntion to liis 
sliows. W'l' ri'i-oiiiii/.i' liis talents to 
sell our nuTi-iiandisi'. liaxi- an 
ideal niiitnal iiudorstaniliui; and 
hoaltliy respi'i t for his work. I think 
he also regards ns in the same liuht. 
We d<\il directly with him and 
tliere is no middle intin invoh ed." 

llieh says Thomas doesn't look 
upon advertisintj anencv people as 
ogres, nor does the coinedian re- 
gartl tiieni as hlne-iienciilini; heav- 
ies for the oorporation that nltini- 
atelv foots the hill. 

"W'c sit in oil the Danny Thojiias 
story ennferenees and lielieve 
this is rare in the inthistry.'* Uich 
says iiroiidly. ''And v\ e don t a.sk nn- 
reason.d)le things of him. This. h\ 
the way. is something you can't do 
when yon hny minnte participa- 
tions." 

As Uich oxpres.sos it. Thomas nn- 
derstand.s fnlK the niarkctiiii: eon- 
icepts of the ad\ ertiscr. The agenc)", 
in tnrn. nnderstands the eoincdi.ut's 
protlnetion proliicm.s. Hccanse there 
is siieh a splendid working relation- 
ship hetween a-^eney and Thomas, 
the intecrati'd eonimerei.ds eome 
off so suceessfiiliy. "Thomas nniler- 
staiids e\er>' aspect of the prodne- 
tion. hoth from the entertainment 
and sales point of view. " Hiclt sa\ s. 

The 175-ponnd comedian with 
the deep hrown eves, horn in Deer- 
field. .\lieh.. in U)'l I to Charles and 
Margaret J;icol)s. immigrants from 
a sector of Sxria now in Lchanoii, 
speaks w ith admiration of his rela- 
tionships with hoth the aj;enc\ .md 
the client. As for the client and his 
^^■ife. he .idores them. 

"There aren't any nic»T people 
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aroMiid th.m Mr. and \lrs. (.'h.irles 
('•. Mortimer," says 'I'hoin.is. ( Mor- 
timer is ch.iirm.m of Ceiieral 
Foods). Thomas .dso speaks with 
iilfettion .diont ICdw in W. (for 
W'eyVrs) l%l)cl, \ ice president, ad- 
\ertisinii. ('.cn<'ral Foods. 

"Tliis is a family r<>!ationsliip, " 
s,i\ s Thomas with a trace of the 
former stand-np comedian emeru- 



thri'o d.ivs 

\\ omUI 'I horn. is w.niit his son 
(Jli.irles Xnthoiiv, 1"). to grow up to 
lie .m .uK crtisinn ni.oi"' "If he coidd 
!)(• a i;o(kI one," Thoin.is s.i\s 
ipnekly. 

.\n\one who's cmt h.id .in\ de.d- 
inn with llolKwood .nid its i< le- 
hrated, siiper-i-h.inii-it fii;iiri-s soon 
le.irns that .i man is si-idoin referred 




Change of pace and scenery 

Liisf s»-.iv()ii D.iDiix' Tlioiiiiis filini'd eiijlit i pisrxli-s om tt.is. '^.lid Thomas "It w.n on<- 
of the wiv-it — ami most f\li.ni.sliin; — mi)\i'>i \vf\c c\rt in.idt'. 'Ilii'- Tlioin.is in I'.ins 



in<I. They are hclo\od friends. 
They make com flakes .md I like 
corn. ' 

Thoin.ts is fond of credit inn bis 
pronram's prodticer, Leonard, .is 
coiner of the plir.jsc: "Tcle\ ision is 
a hiisiiiess for yoiiiit; arti-ries and 
oUl minds." lie doesn't a^ree with 
llerhert Mrodkiii that t.ipe is an 
invention of the dex il for actors 
w ho can't learn lines. Thom.is thinks 
' the da\'time serial is an iiix t-iition 
of tlu" (le\ il and is forc iii.n the .letor 
to leant lines'* or as Thomas eon- 
-thuies, "teie\ision is .m inx'ention 
of the dexil which forces l.dentetl 
people to do three months work in 



to his slai^e name or, for th.it 
matter, liy the name on his check-: 
It is in the sliowhi/ tr.ulitioii. hut 
cpii(kl\'. to dull a pi rforincr with a 
tan .iiul in the instance of Thom.is. 
he h.is more l.iiis or soliri(|nets th.in 
possihh I'raiik Siii.itra. who fre- 
quently le.ids the p.ick wlun it 
comes to nicknames 

Thom.is h.is heeii c.iliitl h\ inaii\ 
II. lines, mostly in a st'iitiim nt.il \( in. 
.\t ilifTer»T»t times and at ilillerent 
h(>urs. oiu' hears him n ft rrt-tl to .is 
Mr. Ihittfit. A .S(i/ooM Ihiin. a I nis- 
twtid Pn iwUi T. till' Cniiti Stitnj 
Tclli r (>/ Our Tiwi . the Toothli \\ 
Lion, the Toothh u 7 i_:< r Ukcfl re- 



cenlly, if new names have been 
added to the list, he eraekeih "Yes, 
from now on you ean eall me A 
Tired Fellow." Wlien Rieli of Ben- 
ton Bowles speaks of Thomas, he 
refers affectionately to The Big 
Nose. 

The Mr. Benefit tag, is of eoiirse, 
well dcseiA od. He eoines by it lioii- 
estly. No matter wlint the cause. 



Thomas is ready to play n benefit. 
Perhaps liis most outstanding eoii- 
tribiition along these lines was the 
dominant role he phi}'ed in the con- 
struction of tlic $5 million St. Jude 
Hescarch Hospital in Mempiiis. This 
hospital owes its existence primarily 
to Thomas' mammoth fund-raising 
(•nd(M\()rs, It is the result of years 
of benefit shows staged by the com- 
edian. It all began in 19.37 when, at 
a sagging point in his career, the 

S6 



Toledo-born comic paused in a 
church in Detroit and picked up a 
pamphlet on St. Jude Thaddeus, the 
patron saint of hopeless causes. At 
liberty and deeply worried about 
bis pregnant wife, Tliomas prayed 
for success and promised that if all 
turned but well, be would help 
build a shrine to St. Jude. Ten years 
and a raft of benefits later, St. Jude's 



Hospital, because of Thomas' hero- 
ic-sized elForts, became a glittcr- 
ingly golden reality. 

Thomas enjoys the reputation of 
never having fired anyone from bis 
numerous enterprises. Virtually the 
same people who started with him 
some 10 years ago arc still in bis 
cinpio). Despite the fact that he's 
the bossnian carefully scanning the 
profit and loss (wluit loss?) sheet, 
the entire outfit, from technical 



crew t© supporting cast, simply wor- 
ships the attor-turned-e.xeciitive. 
Though he may roar and bellow like 
a tiger at them when things go 
wrong, deep down they are not too 
upset. 

The reason is obvious when one 
learns that at the start of each tele- 
vision season he makes what 
amounts to a reassuring speech to 
his loyal crew members. The refrain 
goes hke this: "Now, listen fellows, 
>'ou can be positive that before the 
season is over, I will be screaming 
and yelling. Please let me yell. I 
want you all to know here and now 
that nobody can be fired from this 
show." 

Case of technician recalled 

This extraordinary Thomas soft- 
ness was best demonstrated not so 
long ago when a technician on the 
Daniuj Thomas Show soundstage at 
the Desilu Cahucnga studios pulled 
a gross boner that must ha\e set 
the Martcrto Productions Company 
back thousands of dollars. This is 
the way Thomas reeoimts the story: 
"I sent for this guy and he came in 
with his 10-year-old son. As far back 
as 1 ean remember, I've said to my- 
self that if anyone dishonored me in 
the presence of my own children, . 
I'd kill him. 1 believe that every 
father is a hero in the eyes of his 
kids and Vve sworn that I would 
never dishonor a man in front of 
his children. So, what did I do on 
diis occasion? Instead of firing the 
man, I spent at least 15 minutes tell- 
ing the kid how important his father 
is to my organization." 

Said a production assistant of 
Thomas: "Sure, Danny is tight 
about a buck, but not with us. We 
get a bonus every \ ear. He puts on^ 
this tycoon act, and he screams his 
head oil and sulks sometimes, but 
the real Thomas is always there just 
beneath the veneer. Wc eall hiir 
'The Toothless Tiger.' " 

Evcr\onc in showbiz knows that j 
the big headlincrs of today will not \ 
be around forever. Thomas is one i 
headJiner concerned as to where | 
television's new array of stars ar« ) 
springing from. Like others in tlu ^ 
business, he's aware that new talen » 
can't possibly spring from vaude f 
(Please turn to pop.e 62) 
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By GEORGE E. BIECHTA 
viCf J»rr»i(/< ii», /\. ('. Vir/.M-M ('omjiwni/ 

IN ;ni iirtiilf liillcd 'Tlu' Stil)jttt 
Is Tck-visidn"' cMrrictl r»-i'i-iitl\ 1>\ 
"'lA' Cui(l»'." I laiiu- ;iiT(iss tliis p< - 
('iili;ir (li;il<ii!tu>. 

TV I'liODl'Cllli . . . it (s in llti 

piihlir itUrri'sl to •icl (d/u/ (itul 

rcliohlr Iv mtim^s. 
SlOnilliA'mil: You feel the ones 

{((■ now have ore not vdlul? 
TV rnODrCEli.Ahsolutrly not. 

1 tliiiik .)i)\'(ii)f III ilu* ri'SiMri'ii 
profi'ssioii would i-nxy tliis innii liis 
ciTt.iintx'. I'tir tluTC is no i-iTt;)int\ 
ii) t\ rcsiMrcli. Hatinus c;in't Iw 
clicc'ki'd ,ii;;iinst ;> full fount of tlu' 
.iiiilicMcc to proM- ulii'tliiT tlii'x'rc 
riiilit or \\roii<4 l)ci';nisf tliiTi" is no 
pr.tctii'jl \va\' of ni-ttiiii; .1 full I'oinit. 

•Vnri'iMiu'iit miMiis ncciiriicv 

But if ri'siMri-luTs c;ni't a)ni;);ni' 
niliiijis to tlic trntli lu'caiisr tin* 
trnr finiirr is unknown. tlu'\ f;iii 
iit lc;tst coiiip;ii(' dilfi'rrnt r.itiiiii 
iiuMMircnirnt.s with »';tcli ollii'i and 
SIT li(m wfll tlu'x ai^rcr. CInsr 
;n;r»'fnu'nl snpports tlicir ;)»Tiir.ic\ . 
(lisaijuvinciit dniii's it. Thi.s is the 
Skiiiii* kind of assninption that yon 
make whiM) xon chtvk \dur wrisl- 
wattli against a friends watch to 
liidm" if yon Iki\(' the forrrct time, 
if tile two wati'lu's ilisauifc siil)- 
stanti.dlv, tlu'ii at least and 
perhaps hotli arc wroiii^. Hut if iintli 
watrlics show the same timr> yon 
hiisiiine th('\ arc acn irate, and witli 
S<iod renson. The odils against this 
iH^ini; chanci' aureeinent are astro- 
n(iinic;)l. 

Markets studied twice yeariv' 

Hec(»ntl\' the Nielsen Company 
had the opportnnitv to niake this 
kind of check nsinu two different 
sets of t\' ratings tlat.i. Twict" cacli 
vciir the Nielsen Station Index. 
\it'lst-n"s loc;)l market t\' st-rvicc. 
siinultaiu^MisIs measiirt-s i'\cr\' t\ 
market in the cnuntrx . M\ totallini: 
lu- rt'tnrns fr(rm all 120 markets, 
lational t\ ratini;s can he jirodnced 
These NSI ' Ntitionar' ratings are 
used upon a sanijile of M.O<X) tv 
lomes and use the Antliloj; (diar\^ 
mil Andiloti-UiTOrtlimetcr (meter- 
.erified diary) tedniirpies. 

The oihvT set of ratii)i;s data nseil 
I) the comparison were tliose rc- 
lorted hy tlie .Nielsen niitinival tv 
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Ratings substantiated 
by differing techniques 



NTI ratings of 1,000 homes show close relationship 
to Nielsen Station Index covering 44,000 tv homes 




They confirm each other 

Txvii (lifTcn 111 iiH-.iiis of iiKMMiniii: t\ .imlif 'ic s r- ipli k tl v Vn I li »; ill in .hkI 

Vtnlil(ic-nctt>r(liiin l< r hit (<-t-\ crifiitl ili.ir\ ,il lop .iimI llic \ra]iiiir(n 1m im 

N'lrlscirs iiKili.liiK.ll proi;r.irii iiioiiili riiii; lUvm. wliiili is itf.K liitl li» lli< sn 



Service, Tlic Nielsen T\' Index. NTl 
ratings are ol)tainc<l from approx- 
imately 1,000 lionies in which Audi- 
meters (Nielsen's nieclianical set 
monitoring device) are installed, 
liotli tlie\\'SI and the NTI data 
cover tlie same report period, and 
the same program, /;»/ tise different 
S(iiii])lcs and different tecliniques. 



Since NSI reports li hour total audi- 
ences, and NTI reports average 
minute audiences, all NSI ratings 
were r(<diiced by 3!? for these corn- 
par ison.s. 

Tahle I shows how closely NTI 
confirnis the NSI tv measurement. 
The agreement holds not only for 
hroad program averages but also 
for ratings hy program duration, 
slarlinu lime and rating size. These 
are just a few of the .several dozen 
compin isoiis which hav e been made 



between tlic ratings. All results 
show agreement well within the 
range expected for data taken from 
two different samples. The average 
difference for all 90 programs is 
about one-half rating point or about 
three percent. Moreover this same 
comparison study has been done 
each year for the past three years 



and has yielded the same results. 
In fall 1962, NSI reported an aver- 
age rating of 1S.2, NTI reported a 
17.7 for 92 evening programs, again 
a difference of one-half of a rating 
point. In fall of 1961 NTI and NSI 
both reported an average rating of 
18.3 for ]()0 evening programs 

For skeptics — and this should in- 
chide everyone with research re- 
sponsibilities — there is no possibil- 
ity of these data being forced into 
agreement. NTI reports are pub- 



lished in advance of NSI reports for 
comparable periods and the 220 
NSI reports are not processed or 
issued simultaneously. 

The close agreement between 
NTI and NSI for evening program 
ratings is less remarkable than the 
daytime comparisons, for daytime 
tv audiences arc more difficult to 
measure. 

In Table II, comparisons by aver- 
age rating, by program tv'pe and by 
rating level, .show NTI and NSI in 
close agreement. The average dif- 
ference is about two-tenths of a 
rating point. 

Small vs. Large Sample 

One other aspect of these com- 
[jarisons worth menti<ining is the re- 
lative size of the samples. We are 
comparing data obtained from 1,000 
homes with data obtained from 44,- 
000. Mathematicians tell us that a 
1,000 home sample is more than 
sufficient to estimate national tv 
viewing and it's reassuring to hav 
mathematics translated into actu 
experience. The much larger sam- 
ple produces very similar results. 

Not too many years ago the large 
bean-filled apothecary jar and invi- 
tation to, "Guess number of beans 
in this jar and win a prize!"' was a 
familiar sight in drug store win- 
dows. When the time arrived for 
the judging, the jar was opened and 
the beans carefully counted in pub- 
lic view. 

Ratings services aren t that for 
tunate, but if we can't prove we're 
right by coimting, we can try to do 
it by comparing. And I think the 
comparisons presented here build a 
pretty good case for the validity of 
Nielsen ratings. ^ 



No Camment 

When asked for comment on the 
above article, Rep. Oren Harris 
declined "because of the pressure 
of other work." The Arkansas Con- 
gressman who headed the rating 
investigation earlier this year 
added: "I would not wish to make 
any commentary on the two sur- 
veys discussed by Mr. Blechta 
unless my staff had had an oppor- 
tunity to check out the underlying 
field data. Unfortunately, such a 
check is not possible at this time." 



liiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiilliiiiiiiiiiiiiiiiiliiiiiiiiiiiiiiiiiiiiiii^ 

Can you prove a rating is valid? 

The following comparisons of Nielsen tv Index and Nielsen Station Index data- 
comparisons that anyone can make— show nearly identical results. 

This agreement of ratings from two different Nielsen Services, using different samples 
and different techniques demonstrates their validity. The odds against this being 
chance agreement are astronomical. For the skeptics— and this should include anyone 
in the research field— there is no possibility of the data being adjusted into agree- 
ment (see text). 
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NTI 


RANK 

NSI 




NTI RATING 


NSI RATING 


1 


1 


Beverly IlUlhiUias 


36.8 


36.4 


2 


4 


Candid Camera 


32.3 


32.2 


3 


3 


Andy Griffith Show 


31.2 


32.3 


4 


5 


Bonanza 


3 -.5 


3o.a 


5 


2 


Bed Skelton Show' 


30.3 


32.8 


6 


6 


Lucy Show' 


29.2 


28.9 


7 


6 


Dick Van Dyke Sliow 


28.3 


28.9 


8 


9 


Dunmj Thomas Show" 


28.2 


28.2 


9 


8 


Ben Casey 


27.6 


28.6 


10 


10 


Lassie 


27.2 


28.0 



°i\'Sl Ratiugs include ]ire-einf)tioii audiences. 
IIIINIIIIIINIIIIIINNIIINIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIilllllllll^ 
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TABLE I: COMPARING DIFFERENT EVENING RATINGS 

AVERAGE RATING 







No. of 
Shows 


NIELSEN 

IV 
INDEX 


NIELSEN 
STATIDN 
INDEX 


Oitlcrcncc 


A. All Nighttime Programs 




90 


18.3 


18.8 


+ 0,5 


D. UUrdilon: 


ij lYlinUlco 


■3 
J 


J.J 




~ U. / 




ov (YlinUlco 




18 A 


18 8 

10.0 


4- n 4 




45 or 60 Minutes 


40 


19.1 


19.9 


fO.8 




90. 105 or 120 Minules 


S 


15.9 


16.3 


+ 0.4 


P C f ^ r t I'n n T i m o 
U. dial llllj^ 1 line 




71 


i O.J 


18 5 


+ 0 2 




o:uu or o:JU 


Ci 


IQ R 


OJ.yJ 








5C 

£9 






-1-0 6 




1 u.uu, 1 u:JU, 1 1 .uu Ui 1 1 . 1 J 


51 
£.1 


14 4 


IS 1 




D. NT! Rating Size: 


Under 5.0 


2 


3.8 


3.7 


-0.1 




5.0 through 9.9 


10 


7.8 


8.6 


+ 0.8 




10.0 thorugh 14.9 


11 


12.7 


12.9 


+ 0.2 




15.0 through 19.9 


34 


17.4 


18.0 


+ 0.6 




20.0 through 24.9 


IS 


22.4 


23.0 


+ 0.6 




25.0 through 29.9 


9 


27.0 


27.5 


+ 0.5 




30.0 and Over 


s 


32.2 


32.8 


+ 0.6 



TABLE II: COMPARING DIFFERENT DAYTIME RATINGS 

AVERAGE RATING 
NIELSEN NIELSEN 
No. of TV STATIDN 



Shows INDEX INDEX Difference 

A. All Daytime Programs 68 7.5 7.3 -0.2 

i. Program Types: Quiz, Audience Participation Ig 7.6 7.4 -0.2 

Informative f 8.0 8.4 +0.4 

Serial, Drama 11 8.4 8.2 -0.2 

Children's IS 7.5 7.1 -0.4 

Situation Ccmedy i 7.0 6.4 -0.6 

Variety, Music 4 6.0 6.1 +0.1 

Sports 1 6.1 6.1 0.0 

Western 2 9.8 9.6 -0.2 

C. NTI Rating Size: Multi-Weekly— Under 5.0 13 4.0 3.9 -0.1 

5.0-9.9 17 ~ 7.3 7.2 -0.1 

10.0 and Over % 12.0 117 -0.3 

Once-A-Week— Under 5.0 3 3.6 3 5 -0.1 

5.0-9.9 20 7.4 7 0 -0.4 

10.0-14.9 i 11.1 114 +fj 

(Ml (laid hd.snl on six ictrks ciuliwj. 7 April 19&i) 
^nmiiiiBiiaM^MMWHMwiiwMaM^ 
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Summit conference 

Before San Francisco's Mark 
Hopkins Hotel, higli on Nob 
Hill, Lanioiit "Tommy" 
Thompson (acting general 
manager of Croup W's KPIX) 
iind Kol>ert M< McCredy 
( managing director, TvAR, 
right ) discuss rep firm's 
"Twenty's Plenty" brochure 



How TvAR takes 
soft-sell seminar 
on U. S. road tour 

Basic presentation, plus special creative 
workshop, was San Francisco-area success 



Welcome aboard 

TvAH's McC^rcdy officially 
greets William Calhoun, tv-ra- 
(lio v.p, of McCann-Erickson's 
San Francisco olFicc, and blonde 
Ma\in<- Perkins, of local Len- 
nen N'ewell ofHee. Looking on 
Is tv consultant Harry W. Me- 
Maluin, who was due to conduct 
after-lnnclieon creative work- 
shop. Some 200 guests attended 



KPIX 5 

GROUP 





As nicclf.i pri'sciit.itioiis it w.is 
(jiiitc .1 tiii'iKiiit. On li. 111(1 1(11 
i-ii('kt.iil\, liiiu'li :iii(l .1 full :if tcriKKiii 
Ncssidii ;it S.iii rr.iiiciNCd s M.irl^ 
IlopkiiiN Hotel were iiMiMUCinciit 
level .mil ke\ niedi.i e\eeiiti\es from 
tlie H.i\ \re.i olliecs of siieli .lueii- 
eies .IS Vi\M. HHDO; N'.W . .\>ei. 
(^)inptoii: \U('.niii - l'",rieks(iii; 
1)I)H. 1)-1'-S. l.oii-; Advertisiim. 
(Im'ld. naseoni l\ Honfii^li. (Jiiniiini;- 
li;iiii \ W'.ilsli, and JWT. 

A solid sprinkliim of elicnl n.irnes 
w.K .rlso in ex idenee. w ith Del 
Moiitc. Sens. \lont>;onier\ A\';n(l. 
M.ie\'s, Lanuendorl, Kaiser, and 
l,ni-k\ La^er .inxjn'.^ n itional or ke\ 



(irnf's '"I weMtNN I'lciit\ ' pMsi-nt,!- 
lion (See sfossou for II MikI. 
p. 32) and to s|).irk aijcnt > -( lu nl 
cre.itivitv (lironi;li .i siinin.n' ion- 
dn( led l*\ veliTJM t\ eonsidl.int 
llariA \\.|>M(^ MeMali.ni. tlie 'I \ \H 
tonrnii; event wdl Imnc pi. ncd to 
o\er I .(MM) admen (.md N^onicnt in 
eii;lit m.ijor markets when it wnids 
np its sprinn-summcr rnii. 

Not a lew of llie \ isitors were 
snrpriseil to find that the session 
was low-pressure to the point of no 
pressnre at all. There was no h.ird- 
sell pitih h.r k'IMX (wlK.se CHS 
'lA'-hasie schedidi' and local .shows 
.nc interlai-ed with one of the 



I The show begins 

Kaci)ii; l()i)(.'l)('t)i) .)ti(hfiK.'c nt Mark 1 lop- 
kins, McC.rcdy cMfnils \vi-lco)iii' from 
\l\.\n .iml Group \\ \ local oinli ! KI'IX 




A tough audience 

.San Fr;incisct) ndmon (and ladies) arc 
sliarp, .sophisticalod, ri'MT\i>d, as typified 
liy JWT copywritrr H. J. Pole .)lx)\f- 



rcgi()n;il-loc;d ad aec-omit.': ropre- 
scntod. 

NN'liat nearly 200 admen ami cre- 
ative personnel had come fo sec on 
2.5 July was one of the siiarpest 
road sh(i\v.s on the tv media cirenit 
— the eoinhinntion presentation 
vvorksliop stai;ed b\- Telev ision .\d- 
vcrtisins; llepresentntives (T\.'\H) 
ind San Trancisco tv ontlet Kl'lX. 

Designed lo showcase the rep 



hhiest-ehip spot ichednles ni tite 
e()nntr>': (s(V separate stor> ) or 
for Tv.\U (one of t\"s l)est-i;r(>ssiiii; 
reps) or even for consultant .\le- 
Mahan, whose international eli('nt 
list read.s like an excerpt from 
"Wlios W ho." 

Is T\AH ouf of its mind.'' Do 
such prestiije, retl-carpet tactics 
ineau anythin(X in the l(Jni: rim to 
advertisers, acencxnien and the 



TvAM-r( |>ri senled sLjImns' 

"These |)resi-nt.itiiins ol ours ni.i\ 
sonnd \ ei \ liinh and nohh .(od 
eirlainU thev .ire ni ni.nn \\.i\ 
l)ilt wr Icel that lilt mole peoph 
who nse t\ properK, llie more vm" 
wdl heiK III in the loni; rmi " <\ 
pl.iiiis T\ \lt ni.irk( tmu f« rese.irdi 
\ .p. Moltert M. I iolloi.ni 

.\(lds ihe rejf firms in.in.ium)4 
director. Hnherl \l \|c( iredv . w ho 
hosts ihe ro.id sessions "^oii don t 
win the s.dcs w.ir jiisl li\ kiii>(kiii'^ 
the other cnv's pres nt it' ii W >• 
have found lli.it onr T\\lt ore 
seiitatioiis lir-lp esM.ind the o\er-.ill 
IIS me of spot t\ S'lK ■ onr st itmns 




Cup & a half in 20's 

Koht-rt M. II()(T)i).iM. rc^cartli .ind i larkrt- 
liiK \'.p. of Tv \U. iKiv f.iin<il \|j\wi|l 
Iliiiisr s|Kit to piincli .1 liiiKlitnii 



ha\(' .1 jioikI stor\ to tell, tliev wind 
lip with .1 i;(hkI sh.ire of tins ("x- 
|).nid('d hiisiiK ss. 

".\s for tlu cre.itixe workshops, 
we are simph apjiK inc the s.iiiie 
pliilusopin Croup W Ills lieltl 
toward its piihlic-.ilf.iirs procr.im- 
ini; conferences in recent ve.irs. If 
wi' help to in.iki* tommereials Ix't- 
ter and more effective, we are help- 
iiic the iiidnstrx', and wh.it helps 
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the iiuliistry lielps us." 

Are screenings of briglitly erea- 
tivc U.S. and foreign film eommer- 
eials wasted on ageney and elient 
personnel far from tlic eonercte- 
and-glass eanyons of New York's 
Madison Avenue? 

Xot l)y a long shot, in the opinion 
of consultant Harry W. MeNhilian. 
While a team of waiters at the Mark 
Hopkins adjusted the Peacock 
Court's lights and draperies for the 
seminar (dim enough to screen 
commercials properly, bright 
enough for admen to take notes), 
McNhdian jmt it this way: 

"The tv industry gets more crea- 
tive commercials from San Fran- 
cisct) than from any other city 
where comparable advertising bill- 
ings originate. A number of major 
tv accounts, like Carnation, have 
mo\cd to the Wesi Coast, and San 
Francisco admen are sharp and 
sophisticated. In fact, the 'Go, Go, 
Goodyear' commercials were hatch- 
ed in San I'Vancisco, if >'ou want a 
sample of how creative local 
agencymen can be. Madison Ave- 
imc has no corner on brains. 

"It's been my experience that the 
sharpest ad people arc usually the 
ones most willing to take on new 
ideas." 

A growing miuibcr of tv ndmen 
are familiar with the contents of 
TvAiVs 'Twenty's I'lenty" presen- 
tation, tlnough the luncheon ses- 
sions and through trade stories. 
However, here arc some highlights 
from the San Francisco session: 

• "In September 1961, station- 
break time expanded from 30 to 40 
seconds, and the availability of 
prime 2()"s nearly doubled. This, in 
turn, was accompanied by a si/able 
increase in the number of night- 
liinc 2()"s used bv advertisers during 
the fall of lOei.'ln (he eight TvAR 



Consultant McMahan in action 

During luncheon, Harry McMahan 
ponders a poser, above (1.), from 
Kaiser Aluuiinum adman Jack An- 
derson. At right, McMahan dis- 
eus.ses creative technique while 
later screening reels of top U.S. 
and foreign video and theatrical 
commercials for tv workshop guests 




Admen watch, listen, judge, learn 

Above, Dick McLenahan (center) and KCathie Dollavcn of ('uiUl, Basw)in & Bonfij;! 
agency listen closely during workshop session. So do admpii below, Stuart \\'iUiams am 
H. C. Cayford of creative department of Heauinoiit-Hohmaii iv- Diirstiiie ad agcnc; 



I 
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in.irkots, tliiTi" li.iN Ih'imi a 
iiicriMsc ill tjic i)iirfli;isi' ol priiiir 
iii^littiiiK' 2(.)'s siiifi' tlu' fall of 
lOGO." 

• "N'icwiTS pioftT .1 sliort Ut .i 
loiii; foininorfi.il. As far as 'likiiii;' 
j;oi's. 20-st'coii( I omuiuToials tfstfd 
by Scliu'criii wen' S\^o unnc pop- 
ular Ukui iiiiiiuti's. i.ikiiii; isn't 
enoii.uli. Tlic a(K iTtis»'r's priiiu- coif, 
ccrii is with fll»vti\ ciicss. On tlvi' 
basis of the Sfliwcrin I']ir»'Ctivfucss 
Iiulf.x, the imU \ of ST] for the 20 
ct)mpari's favoraliK with the inimitc 
(iiulox of 100). ■• 

• *Ovi-r till' course of a week, 
three a\crai;c-ratc(l priiin- 20"s v\ill 
rcach-ll'*r of tla* t\' families in this 

' area, lu a fonr-week periml, these 
commercials will be seen by Iwo- 
thirils of the families an a\erane of 
3.6 times each. With five spots per 
week, the prime-time advertiser 
dcli\('rs his lucssaKc in more than 
half the homes each ue«'k." 

Cunsnltant Mc.Mahaii's afternoon 
session, which has \aried onl\ 
slightly between Tv.AU-inarket 
stapini;s, put its heaviest stress for 
the San Francisco achnen and crea- 
tive personnel on simplicity, crea- 
tivity, and non-imitati\cness. 

Illnstratini; bis points witJi com- 
inercials wliich \aried from U.S. 
spots for Nabisco to a Trench thea- 
trical commercial for Did)onMet, 
Mc.Mahau said: 

"When you're working on na- 
tional, regional or local accounts, 
make sure sou have identified the 
advertiser's name well cnoueh. This 
is not a question of "schlock' hard 
sell. We've gotten much too fancy. 
^We hiding the luimc: You should 
hKva\s watch out f()r distortion and 
ifonfusion with your competitors." 
1 As a clincher for his argument 
that creativitv does not have to 
-iifFer at the hands of saU-s efTee- 
iveucss, .\lc.\l.ihan screened a 
ninutc-leugtli film eomniercial for 
tab's San IVllecrino, a soft-drink 
inn whose product line re.send)les 
I combination of those of Coc-a- 
3ol.i and Schweppcs. 

NVithiii 60 seconds of animation, 
ho advertiser's name was mention- 
tl no less th.in 3^1 times for the 

iood reason that the brand name 
as the only copy used in the spot 
Tljc audience lo\ed it. ^ 

i 




KPIX: why 'avails' are scarce 



Tiir .\la(lis(m .VviMUu' agency ex- 
eiiiti\c with the ""STO"' airline 
tag still tied to the handle of his 
attache case practically growUtl at 
the receptionist as be stalked into 
the low, modern bin'kling which 
houses San Trancisco's KPIX. lie 
was ([uickb shown into the ofRce 
of Lamoiit "Toinnu" Thompson, 
the station's acting general man- 
ager. 

The adman got right to the point. 
"What's all this nonsense about 
only marginal-time a\°ailabilities on 
your station." he demanded. "1 
don't believe it." 

.\ fi'w minutes Juter, from the 
KPIX .schednle board the adman 



le.irned first-hand a fact of timi- 
buying life he had found dilficMlt 
to believe hack in .New ^'ork: .u'ail 
abilities, particularly in s.itnr.itioit 
(|ii.mtit\, arc .is h.ird to come bv on 
the Croup W, basic CHS T\' affili- 
ate as a seat on the Powell .Str*'et 
cable car in San Tr.incisco diiriim 
tlie noon-hoiir rush (see idiO\e;. 

This sc-ene h.is been pl,i\t'd more 
tli.inonceitt KPIX. S.i\s TImmpson: 
"Nobody really believes we haven't 
liad an unsold spot in our S.iturda>- 
night /{ri; Movie show in 12 months, 
or that we have a waiting list of 
sponsors. Tlu' 'flight' adv ertiser v\ lio 
wants a luavy, short-term buv is 
(Plco.sc liirii in paur 61) 






Local KPIX shows pull large shares 

W.liul.i H,ii)u-\ .111(1 John \\'t">t<iii. •-Urs iif KlM\'v "\i>oii pull more tluiiv half 

of S.lii I'r.iiiciM-o'v .iv.iil.lMf t\ hoilifs uith vtrmii:, ln«.,ill\ prlxlllc~^^l lunv >-in-<Jtpdl 
prdgr.im. bliovv m II* m> wrW for vinit (v vjHjiisors tint it now li.is a loiic waitms Int 



NOW 
5000 

I 

I 

I 

I' 

WAITS 

kuDL 

Irv Schwortz McGovren-Gulld Co. 
V.P. I Gen. Mgr. Mid-West Time Soles 



TIMEBUYER'S 
CORNER 



Media people: 
what they are doing 
and saying 



From Pliilndelphia comes word tliat Wermen ix Schorr has made some 
in;ijoi ehiinycs in its media deparlineiit. Tlic agency has named a new 
department director and instituted a new system whcrchy print and 
air media rcsponsiiiilities are consolidated. The new medin director is 
Tlicresa Fal^iatore, wlio lias been with \\'6cS for two \ears. She suc- 
ceeds Helen Carroll, who retired 1 Jime. Theresa Faljiiatorc was pre- 
viously associated witli Arndt, Preston, Cliapin, Lanih is: keen; and 
with Erwin W'asey, Ruthrauff 6c Ryan, both Philadelphia. Now a.ssisting 
the new media director is a phinning staff of tlirce senior buyers: Peter 
Holland, Grace Mathias, and Shirley Weiner. Most recent addition on 




Wisconsin Valley Tv huddles with JWT media folk 

\VM TV (Madison) and \VSAU-T\' (W'ausau) execs visit X.Y.C. afiencie.s to pre- 
sent coinlx) market hu\'. Here, e.xplaininj; advantages of two-market purchases tc 
(1-r) J. Walter Thompson's Dick Macaluso, Jeanne Tresre, Harold N'eltinan i 
resciircli analxst Lncian Cliinienc, are (standinfi l-r) \\'MT\' Ren. mgr. Tom Bolgei 
and WSAU-TV nat'l sis. mgr. Jim Frev. Far right. Meeker rescareh <lir. Marty Mill- 

I 

this staff is Sliirlev Weiner, who went to W&S from Lennen 6c Newell :j 
i\'ew York office (TIMEliUYElVS CORNER 3 Jimc) where she wa.'| 
media coordinator on the 1'. Lorillard accomit. She had prexioiish 
i)een with the lUchard K. Mnnolf agency in New Y'ork, 

New York buyer makes a move: Gene Ilobicorn joined Ogil\\', Bcnsoi 
6c .Mather 6 August as a media buyer. His account assignments have not 
\vt been announced. Cene goes to OR.M from J. \\'alter Thompson 
w here he spent a year as a timebuyer on the Liggett 6c .Myers account 
For the two-and-a-half years before that he was with RHDO, w here lu 
joined as a media analyst and advanced to assistant media bii>er. 

Chicago move: Marge Flolron has joined the John W. Shaw agency a: 
timebuyer. She was with North Advertising's Chicago office. 

New grad goes to Southern ngeiiev: Lawrence Raines, Jr. has joinec 
Cargill, Wilson 6c Acree (Richmond) as a media l)u>er and researcher 
lie's a recent graduate of the Universitv of \'irginia. 

Ruycr returns to F6cS6cR: William Caro has rejoined Fuller 6c Sinitl 
6c iioss as a media buvcr in the agency's Los Angeles office, reportini 
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'TIMEBUYER'S 
CORNER 

t() iiu'di.i (limtor Joseph C'.iri* workcti in incdi.i .mil otlu r 

(U'p.irliiK'iits .IS a tr.iiiu'i- .it l•"\•S^:H's S.iii h'r.imiso) olFici- until dik-- 
nii(l-.i-li.ill vc.irs ;m<) wlifii In- jin'iit'd llif D.nui'r-Fit/ncr.ild-S.iMipIi' 
H.i\ ('it\ lie is i-oliiplct illi; .1 l»Tin as president of tin- S.in 

I'r.nifisco jnnior \d\crlisiiin (Jlnb. 

New Y»)ik |)r()ni()ti(>ii: David l\. Williains iipjied to .issoeiati' nieili.i 
direit»>r at Kctt-lnnn, MacLeod 6c CroNC. 

W'htit shijis (/re (lockiuii in S'cir York? How's flu* \isil)ilil\ in ( William':' 
Clieck tiie I'oote, Cone \ licltlini; media dci)artnient. 'Ihi' (.'OUNKH 
licars tliat I'C\'H media jjeoplo arr fascinali'il hy tlie \ iew from tlie 
ofitli lIoDi of the Pan Am liniUhm;, their new home at 2(K) Park Ascnue. 

Cross-ninntry mows: W'ahcr Adler. now with l,).nieer-r'it/i;erald 
Sampli''s New ^'ork oHfice, will hecomi* metha ihrector ol the auencv s 
S.m I'raneiseo olli('0 i'ffecti\e I September, lie repl.ui's Sever Toretti. 
who will retnrn to I)-l''-S New York 

Promotion in ('hicaj;o: Kohert Z.sclumke, an associate media direi'for 
at (Annpiieli-Mitlum. lias hci-n upped to niedi.i director. The post li.is 
bi'en imfilied lor several months. 

New ^'t)rk elianiic: James (Minton is now directoi' of nietlia (;l lu-wly 
creatiil post) ut tiic Ciiarlcs W. Ihiyt agency. He w as witii HHDO. 

j Phil Branch: divided they stand . 

A good example of his own statement that "Grey offers potential growth 
for bright people," Phil Branch is associate media director in the unique 
media department set up at Grey (New York). Beginning as a timebuyer, 
Phil is now in charge of all media planning for all accounts, and is in 
his ninth year with the agency. Before joining Grey, he spent three 

years as a timebuyer with Ruth- 
rauff and Ryan, after a tenure as 
chief timebuyer with the Al Paul 
Lefton agency. Phil explains how 
the Grey media department works: 
"There are two distinct functions 
of the media department— planning 
and buying— and each calls for cer- 
tain skills and experience. At Grey, 
we divide these duties so that full 
time can be spent on both, result- 
ing in a thorough job done. Plan- 
ners write strategy, develop plans 
and alternatives with marketing ob- 
jectives in mind, and are the liaison 
with the account man and re- 
searchers. Buyers implement cam- 
paigns, confer with reps, handle 
network negotiations. Many buyers 
become planners, all planners are 
ex-buyers." Phil gained his back- 
ground in marketing and advertising at Pace College, earned his degree 
at Seton Hall Univ. (South Orange, N. J.) night school majoring in Eng- 
lish. Phil's wife, Ruth Friedlander Branch, was media director and a.e. 
at Lefton. They and daughters Elizabeth Ann and Jennifer live in 
Little Silver, N. J. 





IN THE HOUSE?" 

In the house of KONO Radio you 
will always find Dr, Pepper. 
Mr. Horold Burke, General Manager, 
San Antonio Dr. Pepper Bottling 
Company, makes sure that the "dif- 
ferent" soff drink is advertised on 
KONO. He likes the coverage, the 
penetration, and full range of 
audience makeup. 
If KONO works for Mr. Burke . . . 
KONO will work for you. 
Don't take our word for i^t . . . call 
Harold Burke COLLECT at CApitol 
5-2721 (Area Code 512). 

for oiher dcloili <onlo<l ICATZ Agin<y 



860 KC 3000 WATTS 

SAN ANTONIO 



SPONSOR !<_' Al(.l>r l%3 



13 



COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles jn radio/tv 
commercials are evaluated 
by industry leaders 



THE MEMORY MUST LINGER ON 



By TONY WAINWRIGHT 

Commercials have a big job. Tin y 
must entice, hold, involve and most 
important, sell. Each spot must he 
coiicei\'cd to stand alone. It isn't al- 
ways possible to provide complete 
saturation. So, how can a commer- 
cial implant a deep enough impres- 
sion for the viewer to recall its mes- 
sage at the point-of-purchase? 

Tochi)', it isn't enough to make a 




Lends itself to total commercial design 

W'inston spells out copy lino witli ani- 
mated daticing letters and cartoon figures 

pretty commercial. The viewer is 
simply too sophisticated, too disin- 
terested to be motivated 1)\' nice 
pictures. Commercials must work 
hard, with strong words and visual 
situations and titles to instill their 
messages. An award-winning com- 
mercial will never substitute for an 
emptying store shelf. 

First, an obvious point — the prod- 
uct has to be seen. Not in a long 
shot or an involved glamour setting, 
but closc-up so the viewer can re- 
member its shape and name. Sure, 
it's intriguing to lead up to tlic 
pnidiict, but what happens if the 
folks at home turn away from their 
set in those last ten seconds? A 
commercial can't take that chance. 
There's too much mone\ riding on 
each spot. If possible, the product 
should he shown in use, clearly \ isi- 
hle for much of the alloted broad- 
cast time. 

Ne.\t, the copy line should be re- 
peated. One time isn't enough. A 
title above the product sliot will re- 
cnforco the key .selling message. 



People see, people hear, people 
remember. 

Occasionally, a copy line lends 
itself to a total commercial design. 
"Winston Tastes Good . . has been 
handled effectively in animation 
with dancing letters; Kcllogg's "Best 
To You Each Morning " has tagged 
many of their product commercials 
using a jingle with moving titles; 
Illinois Hell's Long Distance scries 
"Make Someone Happy" is ke\ cd to 
recall with repetition of words and 
music and titles. 

In a way, the use of music and 
titles can be compared to a televi- 
sion "singalong." Familiarity' breeds 
confidence and the more often the 
viewer sees (and hears) a copy line, 
the more likely he is to remember it. 
But this is a fine line. Any good idea 
can be over-done. The message 
must be presented without grating 
or irritating factors. Always, it is a 
matter of proper taste. 

Another important point: the 
viewer must be able to identify with 
the action in a commercial. Unfor- 
tunately, some situations are so the- 
atrical that involvement is impossi- 
ble. Realism! The word is used and 
abused. A vignette must be believe- 
ablc, both in story line and types of 
characters. Language, too, must be 
likely, So, great care should be 
taken if a short drama is attempted. 
Otherwise, the \iewcr will never 
get to the copy line. He'll be off for 
the refrigerator ever\' time to sees 
it coining. A hokey situation is just 
that. It will do more harm than 
gO(Kl. But something honest be- 
comes compelling and provides a 
receptive framework for selling. 

Comedy is another scnsiti\ c area. 
A connnereial can be too cute, too 
funny, too far-out. Sine, a lot of 
peoi)le may like it, but docs the 
humor overshadow the message? 
Some of the so-called uninteresting 
commercials actually do a job. Thc\ 
work hard to do one thing: im|>lant 
a .selling idea. This isn't to ad\ ()cate 
Hashing titles, stand up announcers 
or sixty-second jmnluct shots. Not 



at all. But it's important not to lose 
sight of a commercial's primary ob- 
jccti\c. To amuse is fine, hut to sell 
is essential. 

What may delight the creative 
man may not move the product. If 
humor is used, it must be easily un- 
derstood. In-jokes are out. There is 
such a thing as being too funny. 
Still, properly utilized comedy has 
its place. It's a wonderful book, a 
device to capture attention. Com- 
edy can give the viewer a good feel- 
ing about the product. E.vample: 
Chung King foods. Here's a case 
where their dollars worked hard to 
achieve memorability. Almost any 
product, except medicines and 
drugs, can benefit from the proper 
use of humor. People like to laugh. 
And often, something funny can 
take the curse off a terribly dry sub- 
ject. But the dangers are there. It 
takes a heap of thinking to turn out 
a commercial like tlie Chinese Jell-o 
Baby or the scratching dog for Sar- 
geant's Flea Powder. 

One final thing to keep in mind: 
there's a time lapse between view- 
ing and buying. A \'iewcr doesn't do 
handsprings and rush right out to 
bu%' the product. He waits. Mayb 
hours or days, or even weeks. Th 
is if he's spurred on b\' a messag 
Then, later when he's in the store, 
something has to ring the bell. It 
may be the copy line or an exciting 
\ isual or a personal endorsement or 
the sheer fun of the commercial or 
some combination of these factors. 
But whatever — he rcincmbcrs. 

At that moment of decision, a job 
has been well done. Because after 
all, the nicmor\' has lingered on.^ 



TONY WAINWRIGHT 



Tony W'ainwright, cop\-\vritor at 
X. W. A> or 6f Son in Chicago, lias 
al.'io workcti in tlir creative depart- 
ments of Ler Burnett and .\fcCann- 
Erickson. One of his commoricals 
for Illinois Bell Telephone won a 
Hermes Award in this year's Clii- 
c;ij:o Federated .\d\ertisiiig Club 
eoiiipetition. 
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THE MOST 
IMPORTANT 
1/4 IN TIME^ 



BUYING TOD 




The Monday stack may hide many needles. SPONSOR'S not one of them. To a buyer, 
SPONSOR pops out of the pile as the most important Vi" in his buying mix— that 
tureen of soup in the back of his mind that needs the constant stirring in of 
SPONSOR'S top-of-the-news; of SPONSOR'S significance-of-the-news; of SPONSOR'S 
spotting of trends; of SPONSOR'S scouting of the future. It's all about broadcasting 
and it's geared entirely to buying. SPONSOR , the "extra margin" in the profession 
of buying time, and the selling to timebuyers. 555 Fifth Avenue, New York 17 
Telephone: 212 MUrrayhill 7-8080 
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'WASHINGTON WEEK 



News from nation's 
capital of special 
interest to admen 



■^■y^ NASA is working on & Syncom communications satellite that will be 
equipped for international color tv transmission. 

This is the only pleasing item in a rising clamor of dissension over 
the one-world commvini cat ions system the U.S. hopes to bring about. 

The international color tv prospects were mentioned in the course of 
an angry dressing down of the Communications Satellite Corporation by Rep. 
Wm. Fitts Ryan (D. , N.Y.), chairman of a House Science and Astronautics 
Subcommittee on Communications Satellites. 

During recent House debate on appropriations for NASA, Ryan quoted 
FCC's recent blast against Comsat's temporary board of directors for fail- 
ure to get public sale of stock underway. FCC wants early vote by stock- 
owners to set up the 15-man permanent board called for in the law that 
established the hybrid private-public-government corporate mix. 

-^-y^ Ryau said failure to start stock sale was sure proof Comsat . Inc . , 

intends to keep milking the government for research money. 

He urged that the corporation be forced to reimburse the government 
for research money to be put out by NASA. 

One odd factor: Ryan himself notes that the §125,000 a year Comsat 
board chairman Leo D* Welch told Congress in April that no stock would be 
offered until the second half of 1964. 

Welch said then» and will probably repeat in his answer to the FCC 
due in September — that Comsat's financial structure will hinge on final 
choice of satellite type; the size of the system's network; the kind of 
foreign participation; ownership of ground stations, and other matters. 

Britain and Europe are being sounded out on interest in a one-world 
system. Either or both may prefer independent setups. 

^or every "yes" there is a "no" in technical , financial and politi- 
c al aspects of international telecommunication by satellite . 
Surprisingly, Prof. Samuel Estep, of Michigan U. Law School, de- 
fends Comsat position. Don't call it a giveaway if private enterprise can 
utilize government research to the best advantage, he says. 

Reverse stand by RCA's General Sarnoff reportedly would have one 
private corporation buy over all channels of international communica- 
tion here, by cabley satellite et al, and operate the whole under govern- 
ment supervision. 

Technically, NASA might like to say "yes" to Syncom type, most recent 
and most spectacularly far out (23,000 miles). Syncom-2 had no tv but 
NASA would remedy that. Syncom backers say it needs no ground stations 
and would be cheaper. But: launching problems are prohibitive. 

■^■^ Vaulting earthy hurdles are dreamers like Harvard linguist I. A. Rich- 
ards , address ing a Writer and Artist conclave he£e^ 
He warns creative producers, writers, broadcasters, to be ready for a 

new era when peoples of the world will "talk" to each other in pictures. 
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Culture boom bodes well for small biz 



liidiv uIimI t.ist(* :iiul iiuliv idiial 
biiyinn li.ihits jrc part of li new 
t'liltiiKil cNiilosiiiii which will Ikuc 
rrvohitionarv cilci'ts on iii.irkctim;. 
■ iccortlinU to :i ><tii(l\ l)\ Iv 15. Weiss, 
vifc president ;uid direi-tor ol spf- 




1 i.il iiicii-lKUidisiim scrvii-es' at Doyle 
D.iiie Ueiiih.ich. 



Kiitith'tl "Tlie Hisinn Title of In- 
df\rdiial Taste." the stndx' projects 
lluit the era of "keepinii np with 
[he Joneses" will be supplanted hy 
"kei'pini; awa\' from the Joneses." 
It uses the fullowins; line of rea- 
smn'nn; 

l*'or several decades families have 
dtspKnc'd inereasini; good taste in 
sL'lection of increhandise. Cood taste 
liiis hectinie a logical by-product of 
uiir increasing sophistication. This 
sophistication takes families to the 
tie\l loizical stei>— the stage of in- 
ili-|U'Mdent taste, which inevitablv 
leads t(i independent biixiiig. 

TliL' rise in individual taste is 
attributed to higher edncation. liigh- 
fr discretionarv' piirch;isiug power, 
more leisure time. 

Weiss believes the cidtiiral trend 
is in its infant stages now but will 
{trow into histy maturity with extra- 
urtliiuir\ rapiditv'. K\ ideuce of the 
riw of indiv idualism is [iro\ ided 
thruugli examples in fields of cars, 
depart Mieiit stores, paintings, fash- 
ion, lnHiks. music, and fo(Kl. 

Tiie ini|X'uding change in our 
stxiety will usher in a marketing 



<Ta of "think sui.ill." sav s the report, 
as dilferentialed from the b.ilf-ccu- 
turv poliev of "think natioual." .\"ot 
(iul\ regional distributiuii but a 
di\ ersifi(-ati(in of products shoidd 
bi' considered. 

Weiss uses the autci iiulustry to 
illustrate the need and desire for 
Hreater selection. l''(ir the past 50 
yi-ars the marketing world has been 
reared on a (bet of nation. d distrib- 
ution. uati()uall\°-sold ideutic.d mer- 
chandise, he st.ites. The Modi-I T 
l-'orcl epitomi/ed the period. Ihit 
consider ('hex rolet in l!)f)2. (Chevro- 
let was far awax" the leading seller. 
It had sonu-thing like ■!() or .50 
models, lu lOfi-'l I'oril followed suit. 
Wider choice is an integral jiart of 
iudiviilual taste, he i-oucludes. This 
could nu'au a renaissance of small 
business turning out products not 
geared to those with «irr(i<;e taste 
but geared to those with iiul('i>cnd- 
rnl taste. 

individual taste is also character- 
i/ed !)>• small store and departuu-nt 



store deeor. .\ (pmte (r<iui Chnin 
Slow A'^c sums up the studv's fiuil- 
iugs. "(Mi.iius iuvolvi'd in f<HKl ser- 
vice h.ive Ix'cn (pii(k to iiui-t the 
demand for (pi.ditv . striking 
decor, evp.uided menus and .iddi- 
tiou.d services have been added." 

l)ep.irtnu-nt store duiing arc.is 
are "smnptuous in the e\lr<Miie." 
This d<-\ <-lopuieut is oi lu.ijnr im- 
portance because it reilecis .ucnir- 
ately the spread of better l.iste 
among l.irner segnu'uts of the pub- 
lic, the studv contends. 

.■\ major point stressed in the re- 
port is tli.it there h.is b<'cn an aw .ire- 
ness of the increasing cnltur.d so- 
phistic.itiou fur sever.d \-e.irs. but 
there h;is not been .m (*(pKd avv.ire- 
ness of the end residt; u.uueK' (hat 
implicit in the social ch.uiue is an 
ultimate expanding dem.iud for 
merchandising services th.it will 
offer the .Anii'ricaii familv \.ir\iiig 
ways in which to express its individ- 
ual taste preferences. 

If m.irketing changes keep p.tce 
with the sociological chaunes the 
following will happen, according to 



top echelon 




Shelton 



Compton realigns 



Barton A. Cummings, president 
of Compton Advertising since 
1955 and overseer of an almost 
three fold increase in billings dur- 
ing that period, moves up to chair- 
man of the board and chief execu- 
tive officer of the agency. Wilson 
A. Shelton replaces Cummings as 
president and Allen F. Flouton, an 
executive vice president, becomes 
vice chairman of the board. 
Included in the major reorganiza 
tion is the election of John A. 
Hise. Jr. and Willard J. Heggen to 
executive v.p.'s and H. Reginald 
Bankart to chairman of the market- 
ing plans board. According to Cum 
mings, Compton will move other 
"talented younger people into 
more key management positions" 
within the next few weeks. 
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L&M's new long Lark 

In L.A. to view L&M's new Lark cigarette are (1-r) Al CaRncy, L&M di%i- 
sion sales nianager< Pasadena; ^V. H. Bower, president of Bower Giebel 
Wholesale Co.; Inger Stevens, feminine star of CBS T\ program "The 
Farmer's Daughter"; and E. J. Laechlin, manager of the wholesale company 



the findings of the Weiss study. 

• Merchandise lines will become 
still longer — more designs, more 
colors, more price lines. 

• The life c\cle for numbers in 
the line will shrink — changes in the 
line will be made more rapidly. 

• More staples will lose most 
of their tniditional staple aspects — 
even some food staples. (Gourmet 
and evotic foods arc part of tlic 
trend toward individual expres- 
sion.) 

• Custom-made lines will piolif' 
erate. This is already in evidence, 
the study adds. 

• We will come into a fraction- 
ated marketing era. 

• Dame fashions will be still 
further tamed. 

"Man will stop thinking of his 
customers exclusively as part of 
some massively homogeneous mar- 
ket," the study concludes. "lie will 
start thinking of them, at least in 
some measure, as niuncrous small 
islands of distinctiveness which re- 
quire their own unique strategies 
in product policy, promotion, pric- 
ing, iuui selling techniques." 



Economist: dynamic growth 
in world markets coming 

A rapid world-wide expansion of 
living standards will bring about a 
dynamic growth in world markets 
in the next decade, according to 
Arno H. Johnson, v. p. and senior 
economist of J. \Valter Thompson. 
Johnson spoke to members of the 
International Marketing Institute 
recently at the Harvard Graduate 
School of Business Administration 
in Cambridge, Mass. 

Using charts and graphs based on 
extensive study, the ad agency exec 
commented that, "there has been 
remarkable growth in industrial 
production in many free nations of 
the world in the eight year period, 
1953 through 1961. These examples 
range from a doubling of total in- 
dustrial production in Italy and 
^^'est Germany to a 20% increase 
in the U.S.A. 

Regarding the United States, 
Johnson pointed out that the popu- 
lation increase up to 226 million by 
1973 from the 1962 level of about 
1S6 million, can contribute a little 
()\er one-third of the needed cx- 
l)ansi()n in total consumption ex- 



penditures. The remaining two 
thirds, he said, must come through 
improvement in per capita living 
standards and habits. Johnson said 
that to sell the volume of goods and 
services necessary to support an 
expected $870 billion level produc- 
tion in 1971 could well require 
about $28 billion of total advertis- 
ing, or about double the present 
figure. 

Merchants Association 
Plans retail workshop 

To answer what it feels is an 
acute need for increased knowledge 
of the techniques and opportimities 
for imprON'cd profitable cooperation 
with the retail industry, the Nation- 
al Retail Merchants Assn. will run 
the first annual Retail Orientation 
Workshop for Non-Retailers. Invit- 
ed to the 11-13 November seminar 
will be manufacturer, media, an^ 
advertising agency marketing ex 
ecutives selling all retail outlets ex 
cept food. 

NRMA president Harold H. Ben- 
nett outlined the specific goals of 
the workshop as follows: to provide 
resources, suppliers, and media 
people with a new insight into the 
world of retailing; to show how to 
tic in more ciFceti\cly with store 
advertising and sales promotion; to 
develop better methods of com- 
mimication between manufacturers, 
their agencies, and retailing; to con- 
\ey a sense of the new directions 
and exciting prospects in the vast 
field of retail distribution; and to 
show how cffccti\c programs can 
be de\clopcd in the face of in- 
creased cost nnd competiti\e pres- 
sures. 

Run in cooperation with Ralf 
Shockey & Associates, retail market- 
ing specialists, the workshop will 
be held at the New York Hilton 
Hotel. 

Delimits "delicate" ads 

The National Assn. of Broadcast- 
ers has adopted a policy for tv ad- 
N Crtising of products used in treat- 
ment of arthritis and rheumatism. 
DcNclopcd by the Code Authority' 
iu cooperation with broadcasters 
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Radio best to sow sales among farmers 



IN SOME circles radio has a difficult time getting in- 
' eluded in ad budgets that now a days seem reserved 
for its newest of kin— tv. However, there is one circle 
that revolves around radio, and it is growing larger every 
year— advertisers who want to reach farmers. Across the 
country, in all different crop belts, radio stations are 
fulfilling a necessary informational service for the farmer, 
and providing the most accurate and effective vehicle 
for manufacturers of farm equipment, seed, fertilizer, 
etc. to advertise their goods to the farm market. The 
radio is the farmer's constant counselor. He depends on 
it for weather, community news, current market prices, 
and companionship when he js out in the fields. The 
radio is not a luxury to the farmer, it is a required part of 
his daily routine, a business partner in the operation of 
his farm. In Washington, N.C., where a great deal of the 
country's tobacco is grown, along with much of its soy 
bean, local radio station WITN plans its calendar accord- 
ing to the farmer's season. Pamlico Chemical, distributor 
of fertilizer and farm equipment, places 95% of its ad- 
vertising budget on WITN, and the remaining 5% in 
newspapers. Howard Cowell, adverlising-promo director 
of the firm, figures that at least 99% of its customers 
are farmers, and therefore wants a medium that will 
reach this market. Convinced that radio is ihe answer to 
his advertising needs, Cowell concentrates on the com- 
mercial content and frequency of exposure. Knowing 
farmers listen to the radio so regularly, PamlJco makes 
a practice of always changing announcers and approach 



to catch the listeners' attention. Because of its brand 
name fertilizer. Bonanza, Pamlico has adapted the theme 
song from the tv show of that name into all spots and 
feels this has added to its identity with the farmers. 
Says Cowell, "Radio is the best means of educating the 
farmer to our product. When the farmer comes into town, 
we want him to have already decided to ask for a Pam 
lico brand and WITN is doing the job." Talley Brothers, 
a farm supply store and soft water business, carries spot 
saturations on WITN, because co-owner Tom Talley feels 
farmers listen to radio all day. either in their cars or 
trucks. Talley's ad schedule is geared to the farm econ- 
omy, with heavy concentration in January, February, 
and March, slackening off in April, and building up to 
harvest time in October, their peak month. In the past 
15 years Talley feels radio has been far more successful 
in reaching the farmer than newspapers, pointing to a 
10% sales gain which corresponded exactly with his 
recent increase in radio advertising. Farm suppliers are 
not the only advertisers who realize the effectiveness 
of radio in reaching the farm market. For instance, 
Wachovia Bank, largest in North Carolina, advertises 
fatm loans and special banking services via WITN, as 
does the Bank of Washington and several others. Auto- 
mobile and truck dealers also approach the farm market 
through radio. The best summation of radio's success 
with the farm market was made by Crawford Little, 
manager of Anderson Milling, a Purina dealer, when he 
said: "Farmers just do more listening than reading." 




At Irft, no.iiifort, N.C., tdh.im) f.inm r JciiniN Crisp li>ti-ii< to n.iU-s pitili from Mill T.ill<-\, in\itc<l to c.ill ^ifti-r Cn-p 
hcaril his W ITN siTot>. .\t rielit. Crisp (with i-.ip) siiows off his hi.iltli\ crop to l-r) W 11 X iii.iii.ic r Hill \lm)ri- 
it.ition s.ilfs in.iD.igcr Mob I'rowcin, and T.illcy, jftcr having piircli.iMil fi-rtilizt-r and \arious other ^iipplu-. for land 
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and advertising agencies, and en- 
dorsed by the Ardiritis and Rlionm- 
atism Foundation, the "guidelines" 
are expeeted to promote more re- 
sponsible tv advertising in a deli- 
eate field. N'AB Code Authority di- 
rector Robert Swczcy said tbe 
guidelines would l)e "helpful in 
achieving more elTective self-regu- 
lation." 

Heinz pickle promo 
tickles tv pink 

II, J, Heinz (Maxon) has plotted 
a fall campaign for its ketclnip tliat 
includes the heaviest nighttime tele- 
vision schedules in its liistory. One- 
minnte spots ha\'e been schedided 
during Septembei and October on 
11 ABC TV evening programs. 

Theme of the campaign, featur- 
ing die Heinz ketchup bottle set in 
a background of pedigreed toma- 
toes, is "It's Red Magic Time." In 
addition to the tv drive, Heinz wil] 
use 30-sheet billboards in all major 
markets from 26 August throtrgh 25 
September and plans also to use 
magazines. 

APPOINTMENTS: Houston Fear- 
less Corp. to Curtis Winters Co., 



Los Angeles . . . Murray-Allen Im- 
ports to Bauer -Tripp-Foley, Phila- 
delphia, for its Regal Crown Sour 
Fruit Candies . . . Badger North- 
land, Inc. to E. 11. Brown Advertis- 
ing yVgcncy, Chicago . . . The Rear- 
don Company to Karl McKenzie &■ 
Associate's . . . Arnold Palmer Put- 
ting Courses to Elkman Advertising 
. . . Tlic CincVision Corp. of Amer- 
ica, subsidiary of Estey Electronics, 
to Kamcny Associates . . . Bucks 
County Historical-Tourist Commis- 
sion to Maxwell Associates . . . El- 
liott Business Machines to Reach, 
McClinton & Ilumplireys, Boston 
. . . American Bakeries to J. Walter 
Thompson for all div isions, effective 
1 January. 

"FLITE FACTS " FLY HIGH: East- 
ern Air Lines has expanded its Flitc 
Facts radio campaign to a 24-hour 
schedule in eight of the ten cities 
where they arc broadcast, and in 
one additional city, Charlotte 
(W'BT), efFcclive I September. The 
hourly broadcasts had been aired 
from 6 a.m. to midnight. Through 
the service, Eastern advises of de- 
lays and existing aild anticipated 
weather so that air traxelers may 
adjust their plans accordingly. The 



expansion was partially dictated by 
the results of, a recent survey of 
400,000 air travellers. More than 
10% of those surveyed filled out 
questionnaires and 78% of those re- 
plying said they listened to Flite 
Facts — 22% regularly, 56% occa- 
sionally, and only 22% reported no 
need of the radio reports. 

JOHNSON POLISHES PAVILION 
PLANS: Among more than 40 in- 
dustrial exhibitors at tbe 1964-65 
New York World's Fair, including 
some of the nation's business giants, 
Johnson's Wax will be the only 
manufacturer of household prod- 
ucts constructing its own pa\'ilion. 
' It's a World's Fair," said president 
Howard M. Packard, "and we ha\'o 
become a world-wide company. We 
consider the Fair as a means of es- 
tablishing a closer relationship with 
customers and friends throughout 
the world." In June, 1964, Johnson 
will hold an international confer- 
ence of all its companies. In New 
York, the confab will he closely in- 
tegrated with Fair activity. 

RESIGNATIONS: Ted Cotthelf As- 
sociates resigned the Milpath and 
Lora products of Wallace Labora- 
tories, effective 31 October . . . 
Geyer, More>', Ballard and Badger 
Northland splitting because of ris- 
ing product conflicts. 

EXPANDING: Zenith Sales Corp. 
entered the antenna business with 
a full line of vhf and uhf tv, fni and 
stereo fm antennas, inchuling hard- 
ware and accessories, for outdoor 
and indoor use. The Gold Seal line 
will he marketed by the company's 
parts and accessories di\ ision . . . 
PR Communications, with offices at 
444 Nhulison Avenue, has been or- 
ganized as the public relations divi- 
sion for Hazard Advertising, New 
York . . . Prestolite International 
Pty., Ltd., Sydney has been formed. 

AROUND COMMERCIALS: llsin 
Ch'cn, formerly at Sutberlnnd Asso- 
ciates, is now with Sarra, Inc. A na- 
fi\ c of CHiiua, Ciren relates much of 
his Oriental philosophy and way of 
life to fdm editing. "1 consider edit- 
ing n film somewhat like preparing 




"Grease Monkeys" become broadcast reporters 

Every Esso Sfr\ ico station attendant in the Ark-La-Tex area lias Ijcen invited 
i)>' KTAL-TV, .Siireveport, to l)eeoine one of its reporters, in eonjunction with 
station's ac()uisition of "Esso llcportor" news. Eaeli attendant received a card 
naniiiiR liini an "Honorary E.sso Jlcportcr," (•li>;ii)le for a fee for each 
story phoned to KTAL «iiieii is .subseiincntly broadcast by ihf station 
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Borden pours dollars into webs for new chocolate drink 

XppiMliiiC lo tlx' picnic, ('.niipiiii;. liiiK'li ili.irkct. Mnriicii li.is ii|t \\itl) 

J n friKrr.ititl, ri'.iilx'-to-dnnl. virsinii of its lnst.iut Diitd) (MkhoI iIc I'l.iMirctl 
Mix. .iIm) Iliad)' fniDi imporh'tl Dnti'li I'liocol.iti'. biuo'ssfiil trstv Ikim- Ih-cd run 
ill tliri')' iii.irl^i ts :iikI now llir item is l)r;Kli'(l for n.ilioii.il ilistrihiitioii \i.i .1 
Ij'lrv isioii iiitriMlii)'lii)ii sp.irkriF l)\ ;i L'.iiii|).iiuii wliicli will iiii'liidr liiiii i>i) tliri i' 
in-!\\()rl>s. Drink is pjii'kiil in ^(S-o/. iMiis .mil will rrt.iil two for IS) or il tents 



.1 CliiiH'NC iiiimI, lie s;i\ s. ' ^oii t.iki' 
iiiaii) iiinrcdii ul.s. jiiil llu'iii Io<;i'|Ii(m 
ami SCI- wli.il coinc.s out." . . . Iiilcr- 
coiiliiHMilal Broadi-asl Media lia-; 
Ih'1'11 coiiiinissioiiiHl Id iiroiliifi' a 
si-rii's of siniiiiii; comnnTcials for 
CKNW. \'aiu-oii\(T. W. C. to In- 
iisi'il ill a iM'w ad campaiviii for tin- 
Britisli Coliiinhia Tflt'iilioiit" Co. . . . 
Uoliert II. Klaoiicr cV .V-isociatos 
fornu'd C^oiiiiin'ri'ial I'ilins Dislrilm- 
tors. a sul).sitliary spcciali/.iiit; in 
print prociiriMm nt ami di.stril)iitioii. 
Witli olficis at 33 W. l.jtli St. in 
Now ^■ork, tlic new ofTic*- is midi-r 
lu'lni of Itolicrt W. I'cll, \ ici- prcsi- 
diMit and '^ciH'tal inana'.:('r. 

Fl.NA.NCl.VL lli:i'()inS: Storlinj; 
Drim net profit for tlii' six months 
cndod :>n Jinu- was SlUGfiS.CMM) or 
-19ci'nts pi-r (.'()ininon share, Vs. SI I.- 
ITl.tKK) or IT irnts a share fur the 
correspond inn period of 19G2. Con- 
siiliilateil sales for tlie pi-riod wen- 
SI-213()6.(KK). compar.'d w ith SI 17.- 
Sr2.(XX) III 19(52 . , . L'liited States 
Borax \- CluMiiical reporteil net in- 
come after taxes for the nine 
months ended 30 June of S5.0Sf.9.)9 
or Si. II per sh.ire. \ s. S.j..3)7.2 1 S or 
SI. 17 for the eoniparahle period in 
1962. Sah's for the nine inoiith pe- 
riod were SR().S.S2.2n a<:.iinst S5I.- 
S02.()75 a ye.ir auo. 
.MON INC: f'rank H. I'arrish to ad- 



xirtisiiii; inaiia'4er oi C.ates Uadio, 
siihsidiarv of I lai ris-liiterix (K- Corp. 
J. Uriice Sw inerl to United Slates 
inanauer of the international di\i- 
sion of Gardner \tl\ ertisin^. 
(doria K. Hosail to Lawreiiee C. 
(>Uiuhiniu-r as i-oi>y wrili'r. 
Uohert K. Gips to t\' iiroiliiei-r in tlie 
Los Aimeli s ofTice of Guild, llasconi 
6: llonfi>:li. 

Ilol) Wade lo Donahiit' i< (>oe of 
Los .Xiiiieles as viei- iin-sident .ind 
aecoiint supervisor. 
\rthnr Winston left limit Fooils & 
industries after 20 xcars .i.s exeen- 
ti\ e \ iee president and ilirei'tor to 
form Wiiistoii-Maxiiniis ()ri;alii/a- 
tion with John .Maxiiniis of Xi'w 
York. The new firm will h.ixe offi- 
res at 9111 Wilsliire Blvd. and 30 
Uoekefeller I'la/a West. Beverl\ 
Hills and New York, spi-ei.di/inu in 
di\'ersifieati(ui and aeipiisit ion proh- 
lem.s ill ])rintirin and piiMisliiiii; . 
.NornKin Uanolf resimu'd .liter four 
\ears .is president of (^.d.ixy \d\ »'r- 
ti.sini; of Los \iim-les. 
Jane .\rden pronnted to inedi.i di- 
reetor and Marion V'ilniure to nieili.i 
hiiyer of ll.il Stehhiiis, Inc. 
Ilnntly P. Briuiis to tin* Bexcrlx 
Hills office of lloseiihloom l-^li.iN .is 
\ ie(" presiileut and western hr.nith 
in.iiiatler, siieceetliiii; Sxdnex M. 
Cohen who recently inovcil to 
Smock. Dehiiani W .iildi ll 



Gt-orm- (". NN'hipplf, Jr. n.iiin-d uen- 
rral in.in.lUir of tlir Beiilnn 
Bowles di\ision. (Jenrr.il I'lililic 
Bi'l.ilions lie's Im-ch .1 \ u^- pr< si- 
(li-iit of till- di\isi<)ii .iiid eiiiitiiinrs 
■ IS ilircclor of piihlie rel.itiiins of 
BM5 

William ()B(i>lc to .uliii'4 re- 
■.^loii.il s.iles iii.iii.it;er for tlie wi-st 
lo.ist .iiid I'rederiik L. Kulim- to 
new post of distritt s.iles in iii.iv^i r 
liir \li lro|>olit,iii New York .it Pilot 
W idio ("orp 

(!atlieriiie (li Miinlf/eiiinio, i.isliion 
editor of ilie Ladies' lloine Joiirn.il, 
to \ u c presitlenl illd < l e.il i\ r direi • 
lor of |i)liiistoiie, liie., woiim iis in- 
leresi siihsidi.irx of liilerpiililic 
Louaii \l. S< llers to .irt ilirrt tcir of 
(!liiitoii 1". I'r.tiik. 

llohtrt K. Owen to s(nith (t iitral 
re-iioii.d in.iii.iuer lor Viniu-x Corp.. 
lie.nlipi.irtered in D.ill.is. 
Kiehard Iv Carls to .issist.int .11- 
coiiiit executive on ( 'ol'.;.ite-l'.ilin- 
()li\ e .it Street (S: I'iiinex . 
Caithcrine Jackson t«) director of r<'- 
se.iieh .Illd inedi.i .it l'"rieinl-Keiss. 
L\n Gross, inedi.i director. Ir.ins- 
ferred from .S.in I'r.iiuisi-o he.id- 
qnartiTs of Guild, B.iseom is' Boii- 
finli to the .im-nty's Se.itlle office. 
Daxid II. Charney, .irl director at 
Bohert .\. Becker \i;euc\-. eli-cted 
vice presitlenl. 

I'dward J. .Martin to m.iii.mer of 
iMill. r \- Smith cN Boss, Fl. Worth. 
Bini T. Smith, pri'sidenl and one of 
the foiiiuliTS of Smith iN' Dorian, to 
Martin B. Klitti'ii Co. .is vice presi- 
dent. 

fames B. IV-mlry to in.iiiauer of of- 
fice co|)ier s.iles for Xerox. 
Joseph J. IJnome elected vice jm-s- 
ideiit of \lhert I"r.ink-('iieiitlier 
Law. 

Werner Michel to SSC\-B .is \ icn- 
president .md ilireetor of the r.idio- 
t\' dep.irtment. 

Charles \\ . Ueiiihart to .iicoinit 
exeeiitixe witli the New ^ ork office 
of Chiriiii; \- C.iirns. 
I'aiil Bhistain to the ire.itive t\ pro- 
dnetinn unit. Tom Ulliot to tr.iffii 
in.in.i<ler. .ind iCvan St;lrk In lopy- 
wriliT. .ill at I'nlh r 6c Smitli 6t 
Boss. 

janies \le\aiidcr to meili.i iironp 
siipi'rv isor with prim.iry rosjwnsi- 
hilities on l'"..ist« rii \ir Lines .it 
Fletcher Bich.irils. C.dkins 6c llol- 
deii. 
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SPONSOR-WEEK Networks 

Will NBC take the editorial plunge? 



Tliere is something new under 
the sun, bio;iclcasteis are learning, 
despite the fact that the industi\ 
has forgotten most of its growing 
pains and problems. A new era of 
electronic journalism is upon us 
and industry and government alike 
are attempting to delineate the 
brave new world of broadcast edi- 
torializing. The "ifs" and "hows" 
are especially complicated for net- 
works, whieh must provide enter- 
tainment and informal ion programs 
suitable to every community in the 
country. For this reason, neither 
ABC nor NBC has thus far \'en- 
tured into ihc editorializing arena 
and CBS, Lie. has aired only four 
corporate editorials since 1954. 
Both CliS and ABC sanction edito- 
rials by their owned stations, how- 
ever, with NBC the lone hold-out 
in this area. 

When all the networks recently 
obliged the House Subconunittee 
on Communications and Power 
with statements on their positions 
in this matter, there were hints that 
NBC might be contemplating a 
change, at least regarding its o&o's. 
The statement said that it had re- 
frained "not because of any rescrx a- 
tion as to the propriety of the prin- 
ciple of editorializing by licensees, 
whieh NBC strongly supports, but 
because it believes that it is already 
providing a responsible serx'iee in 
infornuug the public through news, 
interview, and discussion programs 
on issues of international, national, 
and local importance, and is not 
convinced that the presentation of 
editorials would add significantly to 
that serxieo." It went on to say that 
before taking the plunge, NBC 
wauls lo further analyze, 4ippraisc 
and assess methods, techniques, ex- 
perience of others, and restrietions 
placed on editorializing to "arrive 
at a conclusion as lo whclher the 
preseulaliou of editorials by ils 
licensed stations would add signi- 
ficant ly to lln> \;ilue of the'u' serv- 
ice." ll would be keeping the 
mailer "under study." 



The latest word from NBC on the 
subject is in the form of a memo- 
randum to departnu nt heads from 
presidtMit Robert K. Kintner. Al- 
though the official network stand 
on editorializing is still negative, 
Kintner calls for above-reproach 
treatment of controversial material 
in order to keep the gox'ernment 
finger out of the editorializing pie. 
Defining editorializing as "advoc- 
acy and argument — taking a posi- 
tion on what should be done," 
Kintner discussed NBC's policy of 
analyzing the background and 
meaning of events and issues. In 
covering controversial issues, he re- 
minded, the basic standard is one 
of fairness and balance, avoiding a 
one-sided or incomplete picture. 
And in the case of an interv iew pro- 
gram, which presents only one side 
of an issue, balance must be in- 



sured by presenting opposing 
spokesman "over a reasonable 
period of time. 

"W'e have serious concern in 
principle with governmental inter- 
vention, under a 'fairness doctrine,' 
in news reporting, analysis, and in- 
terpretation which cover contro- 
versial issues and represent an exer- 
cise of broadcast journalism," Kint- 
ner stated. "W'e ean safeguard our 
programing in this field from sueh 
intervention by continual adher- 
ence, in letter and spirit, to the 
long-established NBC policies out- 
lined above." 

Whitman samples net radio 

In what it terms a "complete 
changeover" in advertising eoneept, 
\\nu"tman Chocolates ( N. \V. Ayer) 
has svvamg the bulk of its increased 
ad budget over to ABC Radio with 
a 52-week schedule of drive-time 
newscasts and weekend sports. It's 
the first network radio ride for the 
long-established Whitman Sampler. 




Femmes fashion new sales for ABC Worldvision 

CosUimcs of many countries in which ABC WorUlxision oporalcs praccd a 
prostMilalion of "ABC Worldvision — Passport to tht> FuUiro" in Biicnos 
Aires. The lioiir-lonc show, consislinc of livo action, slitlos, and film, was 
vicwctl l)y an .iiidicncc of 500 roproscnting advrrtising, intliislr>', nnd Rovcm- 
nicnl. in dir Alvt-nr I'alaco lIoU-1, and sonic $60,000 worlh of new local busi- 
ness poiirotl inlo llic Ar(J»'nlinc c;ip'l-il's notwoik division tin- following day 
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AiioIIht tli'pitiliiro iiivi)l\cs tlic 
iiatiin- (if tlic L'lilil ihpu (lii> 

C(>iiip;iiiy ciiiKViilniltil its .id 
vcrli.sini; iilmosl i-\di)si\ iluriiin 
tlic lidlid.iv si-nsoiK. Dnriiii; tin- 
jKist- two yiMis, \\ liitm.iii ;m<l \\fr 
Ikivv iloiu' tlircr stiiilifs iiiul <<>n- 
cliulcil tli;it mnri' Saniplrr.s cunKI lu- 
sold u'itli a yiMi-roiiiul lanip.ii^u. 
Aiftirdiiic; to I'litc I U-ppr, ad 
maiiagri ol tlie faiid> cnnipaii). 
this is tlir hinni'st biidni t in \\ liit- 
irian liistury. \1imV than half is now 
with AIK; Hailio and the n-st split 
hi'twfcn spot radio antl 

Xerox zeros in on network 
race-relations probe 

If a glance at npconiini: t\ news 
spocials indicates a hriiihtnu'd in- 
teresti'd on the pail of the net- 
works in raee relations, it seems 
that Xerox ('oip. is no less inter- 
ested. \'ia I'ai>ert, Koenit;, Lt)is, the 
c()inpan\- li.is alreatly coiinnitted it- 
self for two honr-loiij; doininon- 
taries on inlepration and ina>' he 
eycini; more. 

Coming np first is an NBC TV 
appraisal of the si(iiati»)n in the 
nation's capital called The Wrt.s/i- 
iiifiton .Vcijro. sclwuhiled for 26 
Septenjher ( 10-11 p.m.). with Chct 
Mimtlex- reportinj;. On '28 October, 
Xero.v will he sponsoring Ik hiiid A 
Presidrntidl Coiiiiiiiliitcnl on AHC 
TV, the slory of the June inteiira- 
lioii crisis at the University of 
Alahaina (7:30-8:30 p.m.). 

KNOE Joins CBS Radio 

KNOI-l, Monro«\ Loiiisian;i has 
joiiuxl the CUS Radio Network, fol- 
lowing iiearK' ten years as an imle- 
pendent station. Gov. James .\. Noe, 
Sr., said the station will carry a full 
line (tf CHS proi:rains. ineliidiii'.: 
news and perstmalit)' shows. 

Gov. Noe noted i;rowiin: impor- 
tance of inteniational news. "With 
the mnnher of sensitive political 
sitnations around the world whieh 
affect the lives of e\er> one, we he- 
lic\e we must have inure ciivera<ie 
on national aiul international news 
developments if the needs of the 
public are to lie ser\ ed." 

Co\-. Noe ow ns KNOlu radio and 
tv, and WNOi:, New Orleans. The 
.Iter was affiliated w ith NllC until 
953 when it went iiulcpentlent. 
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TELL 
'EM 
HOW . . . 

Roanoke is Virginias 
N0,1 TV Market with 
327,100 tv homes* 

about our proven 
sales ability with 
more than 10 years 
experience 

to call Katz 




THERE IS NO SUBSTITUTE FOR INTEGRITY" 



SPONSOR WEEK | Stations and Syndication 

Advertising's biggest by-product— 
35 million jobs: Quarton 



Often the target of not-so-gcntle 
barbs, adscrtising is tbe key to the 
sohiti'on of what many think this 
country's number one problem. As 
U.S. Xeicsir World Report recentK 
predicted, the 6()'s u'ill demand tbe 
creiitioii of some 35 milhon new 
jobs, many for tbe displaced persons 
o( automation. According to Wil- 
liam H. Quarton, president T)f Amer- 
ican Broadcasting Stations, our eco- 
nomic vitality is "directly linked to 
the creation and distribution of new 
products. " This, he says, is the onl\- 
process in a free competitive societx-, 
outside of war, which can result in 
jobs. 

Quarton, who is also chairman of 
tbe NAH Johit Hoard, concedes that 
this could be dismissed as a .self- 
serving theory if it were not so well 
supported by recent economic his- 
tory. A look at tbe last decade 
( 1950-61 ) suggests that Ameaican 



businessmen are overwhelmingly 
convinced that advertising is essen- 
tial to the flow of commerce, he 
asserts. "This is borne out by their 
expenditures for advertising. Mea- 
sured against any inde.v, the growth 
rate of advertising out-paces the 
growth rate of the national econ- 
nm\. Quarton cites these figures: 
Hetween '50 and '61, the index of 
industrial production increased by 
more* than 45%; tbe national in- 
come rose 77.7%; the gross national 
ixroduct rose 82.8%; while tbe gross 
national adv-ertising dollar skyrock- 
eted by a whopping 126.7%. 

I''e\v industries, i vcn among the 
new ones, have grown as rapidly as 
advertising in the last few years. 
During this period of enormous 
gr!)wth, television advertising regis- 
tj-red tbe largest gain, reminds 
Quarton. And broadcast ad\ ertising 
in general, because of tbe confi- 



dence of busiuess in its ability to 
establish new products, plays a 
particularly vital role in the econ- 
omy. The fact that between 1950 
and '61, total sales to consumers 
grew from $195 billion to $339 bil- 
lion and that during tbe same period 
the number of television homes in 
tbe country grew from less than 
four million to more than 47 million, 
"might be blinktxl away as coin- 
cidental by die-hard print people," 
said Quarton, "but that is like ig- 
noring the relationship bet\veen 
simsbine and plant growth." 
Advertising "major force" 

Quartern's answer to advertising's 
critics is clearly that "broadcasting, 
through its advertising function, 
contributes materially to our econ- 
omic well being and that advertis- 
ing, by stimulating the demand for 
new products and accelerating their 
distribution, can be accurately 
called the prime mo\>er in tbe Amer- 
ican market place and therefore tbe 
major generatix'e force in creating 
much-needed new jobs." 

Metromedia joins TvB; 
RAB Assoc. memberships 

The industry's radio and tv sell- 
ing bureaus, in announcements 
today, reported significant memlier- 
ship developments. TvB announced 
joining of Metromedia, while l\AB 
reported it was opening its rolls to 
associate memberships. 

Metromedia has seven tv stations 
(WNEW-TV, New York; WTTG, 
Washington; KTTV, Los Angeles; 
KMBC,'Kansas Citv; KO\'H, Stock- 
ton; WTVP, Decatur, and WTVH, 
Peoria), all of which become mem- 
bers. Action follows recent joining 
of HAB by Metromedia. 

Financial aid is aim 

Opening of Hadio Ad\ertising 
Bureau to a.ssociatc memhers is 
aimed at getting additional finan- 
cial support for RAB's new research 
methodology study. Stations, net- 
works, and station reps have been 
eligible, but way is now open to 
suppliers of goods and ser\ iccs to 
join the bureau. Membership would 
proN-ide all promotional material 
though not \ otiiig rights. 
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WTAX dj's put muscle into old-fashioned bargain days 

Hadio was primary mcdiiiin for .second time in annual Old-Fa.sliioncd Bargain 
Days licid liy SprinRfidd, 111., downtown mcrcliants, with 1963 sales even 
snrpa.s.sinK '62's record In'Rii. All tlirt-e local statidns cooperated, with WTA.X 
nsinj; an olil tnitk and dressing staffers in old hnthinR suits to aid sales 
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Will zany Diller draw dollars for station? 



Hi licvc it or nut, tlu ri- was no iiitcTniptinii in si r\ icc wliPii ccinic<lii nnr 
rlivlli-; Diller look to tlir in.istrr oinlrol of U »H\1 (likr' li'ad t.ikcs to uattr). 
Ill tlio Windy City for .-ipiXMr.nu-i s .'it tlic l)riir>' I,niu', w.iiky l'li>lli\ n-cord't! 
25 ililfcrcnt 30-scc. s|ii)ts for WUHM, all Jcl-lil>lutl .iiul ili sis;iu-<l to c.ill .itti ii- 
tion to xarions prour.nniitQ features. Iiiiti.il reaction to llie olf-lxnt promos 
has been so ro<hI tliat tlic st.itioii p\.in< to coiitiiiiie tlie pr.ictice iisiiii; otliir 
proiiiini-nt personalities from the etitert.iinineiit worlil for tlir s.niif pnr|Mis<- 



TTC's empire scatters 

'I'lic tfir»T scp.iralc (lc:ils made 1)\ 
Traiiscdiitiiu'iit Telcv isidii CIdi ]). lo 
iliNiiosc of all lis ('lc\ cijiul radio 
|iri)|)<'rtit'S iiron^ht the iiiulifst pricf 
ill sfafioii sales liistorv. Tlic $.'IS.- 
5(H), (XK) tr.iiis.ictioii iiivuKcs tiircf 
|)nicliasiTs ami foiitr.ict si^iiiiii;s in 
tiiri'i" cities. 

I liTi" is the l)reak(io\\ii: 'I'aft 
UroailtMsMiii: (In., (a'luiuiiati. will 
aaiiiiie WCH (.\\I-F\1 \ TV). 
Hiiiraio; \\1).M> (.\M-1'.\I \ TV). 
Kansas Cit) ; aiirl WM-ll'-TX'. Sci au- 
t(m-\N'ilkfs-|}aire. Midwest Teievi- 
sioii, Cluiiiipaif^n, III., will acquire 
Kl'Nin (AM-1'M iv'r\'),San i^ie^o 
Time. Inc., \ew ^'ork. will aei|iiire 
K'lIIUVrW ulif ill Haknsfiehl. Ul 
sales are siilijeet to I'(X' ai>pri)\al 
aiul favorable niliiius from the In- 
ternal Uewinie SiM \ ice. 

IiKorporated in I!J.5f), Tiaiiseon- 
tincnt Television went pnhlie two 
ye.irs a.t;o when three larj;e sliare- 
iioliiers soU! KHMKK) Cl.iss H c-om- 
mon shart's. \et ineoiiie in l(Jf)2 was 
SI.62(),.5S.3, an increase of il^c over 
1961. It is e\])ected that. iip«)i) liqui- 
dation. Trai)scontin<'nt's stocklmld- 
crs w ill rcci'i\e a])])roxiniatoly $21.- 
20 ])cr sharr in cash, and will retain 
their interest in WDOK (A.\l & 
FM), CloNolanil. The CIcN-eland 
proiH'rties ha\e been \ahied at a])- 
proxiniateK SO cents per share. 
I The only price hreakilown a\ ail- 
ablc is the Time Iniy which hroinjlit 
in .$1,56.5,(X)0. KEh6-T\' will be the 
first nhf for Time. 

1 Philip L. Graham 

I Funeral ser\ioos were licltl ia 
M'ashinpton Tuesday, 6 August for 
Philip L. Graham, jiresident n( i\\c 
Washington Post Co. Ser\icos at 
PJ'ashingtoii (;athedral were at- 
onded by Presiilent Kennedy anil 
nany other go\ernment officials. 
<.\\\ president LeHoy Collin.s said 
lis tleath "li'aves a real void in the 
vholc conimiiuications indiistrx . 
lis devotion (o truth and intcuritx', 
nd his ct)iiram"ons leatlcrsliip, 
• ere an inspiration dei-ply felt lar 
lid near," Amoni; other |)ropcrties, 
Vashin-ilon Post owns WTOP 
adio and t\ , Wa.shingion. and 
^■JXT. Jaek.sonx ille. 
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Danish Counsels Class 
on FCC's Unkind Cutting 

"Iiike Caesar's wife, the broad- 
casti'r iiiust be abo\ (* siisiiicion, " 
counselled H«>y Danish, tlirector of 
the Tcle\ision Office of lnf()ri)>a- 
tion, to the iirathiatiin; class 
of .S\raciise I'lu'wrsity Ha<lio-T\ 
Cmtcr. 

In stressin'4 the broadcaster's oh- 
li'^atiiio io "conduct his afrair.<; in 
such a \va\' that there can be no 
(liiestioii about his integrity," 
D.niisb pointed to the nowrniuent's 



f.iilnri> to eom]ily witli its p.irt of 
the bargain "After aw.irtling a 
broailcast license, the goNcmnunt 
seems to s.iy 'wc lUiii't really trust 
yon — nr our own jiiilyment. So 
11 jnsl ba\ o ti) ke<'p a c.irefiil eye 
on \oii."" D.misb sunuests that if 
existinii i-rif»Ti.i for the nr.mting of 
licenses .ire iiiadeqii.ite. the\" should 
be rcN isitl. "Hut once the license is 
awarded." he s.iid. "the tiroailcastcr 
should not h.ive to spend his re- 
sources tryini; to jirove that he 
doesn't be;it his wife as nuich a.S he 
used til. 



Sells to % Million Latin 
consumers in the San Diego Tijuana 
metro area, with 100% Spanish 
programming all day, every day! 

Virtual geographic severance has 
created the "free port" of Tijuana 
where large, efficient and modern 
Supermarkets feature huge stocks 
of U.S. brandname products! 
Suburbon San Diego: CHULA VISTA, NATIONAL CITY, SAN 
YSIDRO, and others are dominontly Spanish-speaking! 

AFflllATED WITH THE 



INVESTIGATE this 
"sleeper market:" 

N NEW YORK CAll 

212 YU 6-9717 
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Putting up a good weather front 

Smiles nml umbrellas abound in Los Angeles as KABC prog. mgr. Jack Meyers 
and a crew of staff announcers get in shape for their new roles as instant 
weathermen. .\s the billboard backdrop notes, the station is now reporting 
round-the-clock weather info, the result of more than two years of planning 
and installation work. A special booth housing 40 telephone lines and two 
phone recorders takes care of incoming calls and a remote indicator has also 
been installed in the studio so that tlie announcer on dut\' will ha\-e access to 
"Instant Weather" info at all times to be passtti on to listeners who phone 



Increase Phila. sample 
WFIL urges ARB 

I'iiiladelpliia Trian,l^lc Stations 
arc asking Amc>ric;m Rosearcli Bu- 
reau to increase the size of sample 
and decrease number of reports is- 
sued in their market, Wl'IL tv and 
radio, whicli earlier this year an- 
Moiiueed caneellation of Nielsen 
services, subscribe to ARB for tv 
data. 

Research director John Wade 
wants the ARB reports four times a 
year, instead of ten, and a sample 
for each survey of 2,400 rather than 
490. WFIL says it's not seeking re- 
duction in revenue to ARB. 

0])jectives of change would, 
Wade said, provide greater .stabil- 
ity and validity to data, would ap- 
proximate stations* own standards, 
and will be within the capabilities 
of broadcaster ami ARB. 

ARB spokesman noted the '63-64 
reports cannot he changed, but that 
consideration would be given for 
'64-65. The proposal has merit, it 
was added, but would cost more 
since slack periods woulil arise be- 
tween reports. 

McGannon heads board 

Donald II. McCannou has been 
elected chairman of the board of 
directors of Westingbouse Broad- 
casting in addition to being presi- 
dent and chief executive officer. lie 
succeeds E. V. lluggins who was 
also executive \ice president of 
Westingbouse Electric Corp. 

Donald C. Bmiiham, newly- 
elected president of Westingbouse 
Electric, was also elected to the 
Group W l)oard. 

Stations carve prime-time 
niche for off-net "Powell" 

Four Star Distribution Corp. jjoll- 
ed the stations buying its ofF-NBC 
TV Dick Powell Tlientre and found 
the series is getting first-run treat- 
ment. Some 62.o% of the stations are 
slotting Powell in jjrime time, in- 
cluding such to]) market outlets as 
WI'IX, Xcw York, k'COP-TV, l.os 
Angeles, KCTO-T\', IDcnver, and 
W1IK)-TV Dayton. 

In addition, many stations plan 
to pre-empt first-run series for the 
Four Star show. l'"or iustanee. 



KOLN-T\', Lincoln, is bypas.sing 
thr new East Side West Side in 
favor of Dick Powell. An additional 
25% of the stations on the roster will 
program the series either on Satur- 
day or Sunday at 1 1:15 p.m. instead 
of a late movie. Among the stations 
with this in minil for the series are 
WNBQ-TV, Chicago, WRCV, Phil- 
adelphia, WMAL-TV, Washington, 
WMAR-TV, Baltimore, and WDAF- 
TV, Kansas City. 

The poll ilisclosed that only 8.5% 
of the stations will not use the show- 
in prime time or late night, and that 
4% are still undecided how they will 
program the series. 

STATIONS 

REV. BILLY'S BACK AGAIN. 
Making his third annual ex'angelical 
stomji through the spot tv circuit, 
the Rev. Billy Graham has bought 
up fi\ e hour-long progran.i segments 
on some 100 stations across the 
eomitrx' for a series of special pi'O- 
grams. The series — tajies of his 15 
August-S Se])temher addresses in 
Los Angeles, w ill start in early Sep- 
tember. 



CHANGLXG HANDS: Dixon In- 
dustries, Inc. of Gaithersbiirg, Md., 
has purchased Iligh-Fidelity Broad- 
casters, Inc., operators of WIIFS 
(FM), Betliesda. J. Alvin Jeweler 
has been named general manager of 
the station, the only area outlet 
presently broadcasting its entire 
.scheilule in fin multiplex steri'o . . . 
WLNF (AM 6c FM), Manchester, 
Conn., sold by John Demc for 
$285,000 to Sidnev- Walton of New 
Y'ork, president of Profit Research, 
Inc., business publishers. Blackburn 
brokered the deal. Deme, by the 
wa\-, has recentlv purchased KAVE 
(aSi & TV), Carlsbad, N. M. . . . 
Trigg/Vauglm sold KVII-TV, Ama- 
rillo, to John B. Walton, Jr. for over 
$1 million. Walton also ow ns KVKM 
(AM &TV), Monahans-Odessa, and 
KFNE (FM), Big Springs. 

MOVING: Jerry Marcus to assistant 
general sales manager, Jerry Bird- 
wcll to executi\e assistant to tlie 
general sales manager, and Lorinp 
D Ussenu to executive producer, all 
at KTLA, Los Angeles, and Para- 
momit Television Productions. 
E\ e Rubeuslein to sales manager ol 
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K(/rV. I'l. I)(kI.uc. Iou.i 

Jim Kiiiv; Id sporls (liri'ftt)i of 

WQAl) T\'. D.iwnporl 

lloiu-rl Ikiwjrd to iu.iii.ii;cr, 

tioiial s.il.'s. for \\ \HC:-'r\', N.-u 

York. 

Piilrirk (.'. Anioiiv to nciicr.il pro- 
gniiii iiKiii.im'r of \\"\'HK. 
Brrii.N. C. 

Hicliiird Crcciu- tn f.inii dircftor for 

WQAD-TV. D.ivciiport. 

Bill Sikrs- to proijr;iiii director ol 

KAMD-T\'. W ii iiit.i 

Ricli;ir<l r. I'olnroni. Jr. to local 

sales niaiijili'r of WNYS-TN', Syra- 

CUS<'. 

Jack Cariu'liic to \ icc prosidciil and 
general inaiiaiii r of KXY'/, 1 loiistoii. 
Dwinlit Whitney to cliii f of tlu" 
JIoll\'\v(H)d bureau of 'IN* Collide 
maKa/iiic. 



Luis Saiiti'iro to trra-iiirrr .iiid l.oi\ 
Tallxit to Ik ad of tin- rcM-.iri li tlc- 
pai tim iit, at Aiiieriea's I'rodm tioiis. 
pit)dii(iT\ of Sp.iiiisli ladio pro- 
Jirjiiis. 

(;i r:ir<l Uiley and Stexeii Orr tu ae- 
<M)imt (Acc iitiM->; at W'HUM - lA* 
(yljieai;i>. 

ll.'irry Hraw !••>■. piihlie alf.iirs direc- 
tor of \\(;ilS. C'liarlestoii. ajipoint- 
cd one of siv nrw nieiiil>erx to llie 
West \'iri;iiiia I'^diicatioiial Uroad- 
castinn \iilliorit>'. lie \vill \er\e for 
.si\ vc.u s. 

SYNDICATION 

NKW IMU)lM:urii:S: Islmuls hi 
the Sun. a new trav el-adventnre 
scries from Hill Hnrnul laiterpriscs. 



will In filiii'd III toior on lot ilion 
III all part". 1)1 till- \Norld Tlii- for- 
mat t alls for «MlipliaM\ on islands as 
one of inalikind s faMirile means of 
est ape and ,u\\ i lllnre . Scsac li is 
a I M AX serii-s l»eared tu I lie iipi nimil'' 
1")().H>I siMsoii (.dlid Till- t\riKit 
riini .111(1 siihtilled lu\liii\l Sporr* 
Minii fiir >o(;r liiiiin dmli- ^p<irl\ 
rritiirtiiiiiiic If eomprisrs lour 1.1' 
.ilhmiis cdiit.iiiiiiiu ii\tr HO sriet • 
tions of roiisiiii; footb.dl. I'olleiii.ite 
.iiid iii.iriliiiiu h.iiid mnsie Ten 
liom -lonj' t\ films |iro(liii ed li> Uol)- 
crt l)rcN\ Associates and liinc-iafc 
Uroadcast lii-im; pi. iced in world- 
wide s\ iidic.itioii Ky I'etcr \l. Ho- 
l)cek \- C'l). Hohert Drew is .i for- 
lui-r editori.il st.iifer of Lifr. 

.SAI.1'..S: \«'w s.Jcs liy Sc\en Arts 



WCAU Tair Day' aids advertisers 



THREE months of preparation and the total efforts of 
the WCAU Radio employees, their families, and par- 
ticipating advertisers paid off recently for the Philadel- 
phia station, with more than 23,000 paid admissions 
passing through the turnstiles during the third annual 
WCAU Radio Country Fair Day. All proceeds were donated 
to Bryn Mawr Hospital. John 0. Downey, CBS v.p. and 
general manager of the station, said participating ad- 
vertisers and sponsors were overwhelmed by the turnout 
and interest the visitors showed for their products. As 
an example, he pointed to International Harvester, which 
rented a booth on the Fair grounds and displayed eight 
of its latest small tractors. At the close of the Fair, and 
to the "amazement of everyone concerned," he said, 
Harvester had sold seven of them ... at an average price 
of $600. Visitors to the Fair were able to meet, in per- 
son, Arthur Godfrey, Andy Devine, Hildegarde, Walter 
Slezak, plus NFL Philadelphia Eagles players Pete Retz- 
laff, Timmy Brown, Howard Keys, Sonny Jurgenson, and 
Frank Bud. In addition, there were appearances by the 
Fairmount Park Horse Guard, the Philadelphia Police and 
Firemen's Band, an antique car exhibition, performances 
by the Philadelphia Highway Patrol Motorcycle Drill 
Team, a hootenanny contest, a twist contest, a football 
punting coniest, and an exhibition by the Eagles. This 
year's Fair was held on the Devon Horse Show Grounds, 
some 30 miles from Philadelphia, in order to accommo- 
date a greater number of people. The inaugural event 
attracted 10,000 to the WCAU Radio grounds, a figure 
that was doubled last year, when an unexpected crowd 
of over 20,000 led to moving the site for 1963. 




Highlights of WCAU 'Fair Day' 

III top pliiild, .iiitnt:r,iplis ,iri- Ix'iiiv; "illititl iliirii ' \\ ( \l s 
"l.ilk of Pliil.ulc'lplii.i" lirn.idi .ist .11 r.iir l>v l-r \ii>K 
Di'vinp, I likU'C.lrtlr. '.t.ilioii s I-'d II ir\( >. .ind Vrli'iir I •> 1- 
frc>, wliili' iNittiiiii pliolo slums ,iiitii|iir i.ir^ tilii -« i 
tiini .iriiiiiid the Ir.iil <iiu ul tin I- iir's lui: .inr.n tu iis 
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I Stations and Syndication 



briiij; siilos totals on its post-1950 
feature films voluim-s to 25 stations 
for \ (iluiiie seven, 83 for vol. four, 
8] for vol. five, 108 for vol. three 
and 117 for vol. two . . . Flamingo 
Telefilm Sales reports 15 more sales 
for Siipcntuni . . . Fremantlc Inter- 
national sold lioiiipcr Room to QTQ 
Brisbane, Ams., for a 26 August start. 
Brisbane is the second Australian 
city to buy the j)rograni. It has been 
running over ATX, Sydney, since 
last February . . . Eeononiee Tele- 
vision Programs, div ision of UA-TV, 
recorded sales in ten markets in the 
first three weeks of distribution for 
Ripcoril . . . Bozo the Cloicn, now 
in its fifth \ear of syndication by 
Jayark Films, sohl to an additional 
four stations, bringing total to 218 
domestic and world-wide slatijins. 

REPRESENTATIVES 

APF0INT.MP:NTS: WAKF, Adan- 
ta, to Ketlell-C^arter for New Eng- 
land sales . . . Tauipa-St. 
Petersburg; W'BZY, Torringtoii; the 
Mill CraiU Show Network, and 
Massachusetts Bay Buy to Vie Piano 
Associates . . . W'BCN, Boston, 
WIICK, Hartford, and WAJM, 
Montgoinerv to Herbert E. Groskin 
. . . KARD-t\' Wichita, to Edward 
Pelry . . . KCUB, Tucson, and 
WTTVT, HuntsviUe, Ala. to Venarcl, 
Torhef & MeConnell. The latter 
station will sign on the air in earlv 
fall . . . KAIT-T\', Jonesboro, Krk'., 
to Tlie IX'vncy Organization . . . 
WDEE, N'cw i iaven, to Advertising 
Time Sales . . . WHAT. Philadel- 
phia, to Boiling. 

MOVING: Moufe Lang to account 
executive in the New York ofTiec 
and John LeBoy Wclford to the 
same post in Boston, both for Blair 
Hadiu. 

Bichard A. Keating to president 
and sales manager of Bill Creed 
Associates. George li. Cookman, 
who Ijas been a Creed account ex- 
ecutive for three vears, has movexl 
up to vice president. 
Nicliohis Duca, Jr. to credit and 
collection manager, and Marvin 
Schragcr to billing manager of 
Peters, Griffin, Woodward. 




NCWSnidkCrS in iiiiiiiiiiiiiiiiiiinimiiiiiinniiiiiinniimiinnmiimig 

tv/radio advertising | 



Edward G. Harness 

Procter & Gamble's board of directors has 
announced the election of Harness as v.p., 
paper products division. Harness joined P&G 
in 1940. In 1960, he became manager of the 
advertising department of the soap products 
division, in 1962 manager of the toilet goods 
division, and in 1963 manager of the paper 
products division. He succeeds H. S. Cole who 
retired from the company 31 July. 



Donald Jones — 



The radio, tv sales rep firm of Avery-Knodel 
has appointed Jones manager of its St. Louis 
regional office. Jones' most recent broadcast 
experience has been in the sales department 
of radio station KMOX, St. Louis, and prior to 
that he sold tv time for KPLR-TV, St. Louis. 
He is a member of the Advertising Club of 
St. Louis. Avery-Knodel president J. W. Knodel 
made the announcement. 



Harold C. Sundberg 

Sundberg has been appointed v.p. and gen- 
eral manager of WZZM-TV, Grand Rapids, 
Michigan. He joined the station as general 
sales manager in January, coming from WMBD- 
TV Radio, Peoria, where he was general man- 
ager for two and a half years of his ten-year 
tenure. WZZM-TV, owned and operated by 
Channel 13 Grand Rapids, is affiliate of ABC 
for Grand Rapids, Kalamazoo, Muskegon. 





Earle Ludgin, Jr. 

Ludgin has been named copy chief of Bennett 
Advertising, High Point, No. Carolina. He be- 
gan his career in the copy department of 
Foote, Cone & Belding, Chicago, later joined 
Leo Burnett's Chicago office as account ex- 
ecutive on Allstate Insurance. He was prin- 
cipal copywriter for consumer and industrial 
divisions of Armour & Co., and research asso- 
ciate on Kraft Foods and Kimberly-Clark. 

James Hoffman 





Formerly director of promotion and research 
at KTTV, Los Angeles, Hoffman has resigned 
to become sales manager of Peter M. Robeck 
& Co.'s newly established sales headquarters 
in LA. The company's main office is in N.Y., 
with a branch in Chicago. Hoffman was 
assistant national sales manager and local 
account executive with the station. KTTV pub- 
licity director Reavis Winckler succeeds him. 
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AUTOMOTIVE BILLINGS 

{(^(mtimtrd from ;»<if;<' 32) 

iipi* "Tlicri' :ii<' a nuiiilHT of iicss 
^lt()v\s that iniulit hi' considcri'd 
iui|)rt>\i-iiu'nt," lu* s.ii(l. '"I'hcrc is 
ill till" l)ro;i(lcast iiuhistry an hoiu'st 
I'Ifort to prnchicv hi'ttiT projjrain- 
I alsd think thoy an- cli)inji a 
})ittcr jt)l) ill public siTxicc pro- 
jlraniini;." 

Js (>hr\sl<M's tv opposititin a prnh- 
li'in':* "N'ot at all. "he* s.iid." WVrc 
ji()t (listiirl)C(l — not with our pro- 
gram lini'iip." 

(,'hr\slfr, of c-oin'sc, also has ;i 
|[ii_Hc sports tv packani- for thi' 
hKi-'i-'dl scasi>n and. as in tlu" past, 
ft olfcrs vast cvposuro and atti ntion 
|o the firm s products, (^hryslor I'V- 
(H'ots to nsf th<' World S('rii"s and 
lltipr t<) launch its 'Gl inod(<ls, most 
likflv on 27 Scptcinhi'r when tin* 
initial iiopi' shovs' hrcaks on tin' 
air, 

i'ord .«;a\s it is liapp\- ssith it.s fall 
and wintrr hroadcastinn scIuhIuIcs 
(in the networks. Accordini; to John 
Howcrs. nianaui'r, car advertising 
department. I^ird Division, the ra- 
dio picture for "6.'i-"6l is not yet 
firmed out. Television plans also 
are not complete hev'ond the first 
of the year, liowers u.is confident 
thai Hazel on NIK' would "con- 
liiiMc to he stronn" ;ind also noted 
tUnt there wtndd, in all prohahility, 
br :\ little less l-'ord sports sponsor- 
ship in '(>\. "althounh this doesn't 
Hxltice our interest in sports. " 

As for i'ord's ()\cr-all broadcast 
limli;et, "there'll be no sii;nifieant 
sirift either way as renards our 
lirii.ulcast billinsis." 

Six)t t V excellent 
The spot tv picture, on the whole. 
p|it\us to be fine, sshat with iinick 
Jiiyfn<i spots for the first time. It 
reported that linick will do an 
d^ht-week stretch in the top 50 
ni.irkets. i)odi;e \shieb has used 
^5^H)t tv in the past three years will 
•uiitinue to use it with three fliuhts 
iLiriiiu the sellinn season. Chcvvy 
Ijulias some spot t\' business in the 
^112; and Chr\sler, it is indicated, 
iioy ha\'e some money left over 
m spnt t\ . 

I'onliac. Cadillac, Chcv\y. Olds- 
no!>ilc and Buick will have i\r\\ 
notlrl aimonncenicnt spot nulio 
msihess for the '&l season, it is re- 
iQrhxl. Oldsniobile is also planning 
hrcf (liglits after the initial an- 
ffflinccrneiit canipai|i;n in spot ra- 



dio. I'outi.ie and iiuiek e\pect to do 
about tli<' s,uu<' as l.ist year. 

On the station r<'ps fr<int in De- 
troit, there is ind<'ed a s.uii;iuni- 
disposition tow.ird spot business for 
till- ur\y seas<in. .Speakiui; to srov- 
son, W'illi.un W. Joyce, vice presi- 
dent and UKUiauer of the Detroit 
olfice of Till- KM/. .Vuenc), und 
president ol the Detroit I'li.ipter 
of the .St.itiou lU'ps .Assn.. (ibs<'rvcd 
that h<- "can see no iudie.ition that 
the i;eneral f»ood Ix-alth of the 
Detroit ni.irket is Hoini; to Ix' 
changed in the iiiunedi.ite future. 
I predict that sp<it radio and t\ 
business out t>f the area served l)\ 
l)etroit-l).ised reps for MKil ivill 
be as nood 01 better tb.u) Hifi.'i." 

Jo\ee noted that liuiek w.is plan- 
niui; ,01 eii;ht-svcek spot tv' lam- 
paiiin for this f.dl. which is new 
acti\its°. and th.it in all prob.ibilitx 
the (.'lir\sler divisi(ni svonid con- 
tinue their use of the medium all 
of which "portends a healthy out- 
look for spot t\ ." 

"Tbe alread\' liealtb\' netisity of 
spot radio use l)\' Pontiac, liuick 
and the Clir\ sler lines plus ;i pos- 
sible renewed series of schi'dules 
from Oldsinohile keeps the pros- 
pects in this c ateijor\' most health) ." 
Jti\ i-e declared. 

Hryaii sees "upbeat year" 

In the same \ciii, spoke Willi. iiii 
W. br\aii, \icc president in cbaru<' 
of die Detroit olfice. Peters, C'.rilfiii, 
WtiiHlward, "1 look for an upbeat 
year." be said. Tbe \ear 1!}6.3 saw 
a ijreater use of spot t\ b\ tbe auto 
indiistr)' and that trend should con- 
tinue. 

(^abe Dype. account executive in 
the Hl.iir T\' offic-c in Detroit, said 
"hullish" when asked to comment 
on npcoininii business, "l-'rom all 
indications. I'd sa\° it is i^oini; to 
he the best fall ev i-r, exceediiiij even 
last vear which broke all pre\i()iis 
records." 

John Founts of the Henry 1. 
Cliristal olfice in Detroit said spot 
radio business is ahead of l.ist year 
and "there seems to be an increas- 
ing interest in spot radio. " 

Bud IVarce who heads up Pe.ircc 
.S.iles. .IS wcW as Weed. \I.isl.i iV- 
Select in Detroit, said if plans m.i- 
teri.ili/.e "then we'll all be ver\ 
happy." 

(uMio Cioe. man.isier of tlu* ll-H 
Detroit olfice, s.iid that auto s.des 
are excellent as are spot r.idio and 



l\ s.des. lie uri^i'il Iik.iI slatinn 
ni. maimers to cont.nt .into evccii- 
tis<'s. "While m.iu.iuenienl .tt the 
.iiitoiiiobile eiMiip.diies is not iiitcr- 
estetl in gripes .iboiit the last buy. 
the\' would be interested in the ijeli- 
eral picture .is it affects the .iiilo- 
inobile and ads'ertisinu business." 
he s.iid. "Top level people in other 
iiu'di.i .ire in coiit.iet with the .into 
iiidiistrv exei-nti\es." 

W'illi.un II. O.irtsvrinht. s.des 
iii.ui.ii;er Detroit ollice of I-'.dward 
Petrv, s.iid "there's e\er\ iiidie.itioii 
tli.it the upcoiiiini; season will be 
one of tlw better tv \e,us." lie 
thoui;lil spot tv will rise and tli.it 

spot r.ulio ssill be eqii.ilK as H(I(kI 

or better than the pre\i<iiis \e.ir. 
.Strong for web radio 

.\iil<iiiioti\ e iiidiistrx billiii'.;s on 
network radio also .ire .is bright as 
the i^K-amini; urille ssork on iiesv 
model c.irs. Sponsorship l)\ .into 
in.ikers on ('liS H.iclio is up 21 
percent in tlii' first hall of l'J(i3 
o\'er the similar period in 62, .ic- 
cordini' to (leorne J. .\rkedis. \ ice 
president. net\vork s.des. .Arkedis 
s.iid that ureat interest b.is been 
shown in "our 'e.ir driviiii; time' 
strips at 5 I'M and 7 I'M ss('ekd,i\s 
and on weekends. " (-'iirrent adver- 
tisers on the network include Olds- 
mobile, Hiiiek, Cbe\rolet. J'K mouth 
and Dodne. 

.■\t NliC badio, makers of motor 
cars h.ivr spent II per cent more 
than in 1902, William K. .McDaiiiel, 
executive vice president in clKirijc 
of .VbC ll.idio Network s.iid. In 
nJ62 ('cneral .Motors .iiid .Vnn'ritMn 
Motors, in tb.it order, were the 
leadini; spenders on NIU,' Hadiii. 
Of the upswin'4 in .iiitomotiv e hiisi- 
lu'ss, .McD.uiiel s.iid: "One re.ison is 
the sales elTectiveness of network 
radio. In addition, it offers lie.ivy 
fre(pieiic\' and continuity of .idver- 
tisini" at .111 economical c-ost l-!\er\- 
one knows tli.it network r.idio is 
the most uiiderprieed medium in 
ad\ crtisiim." 

.\utoinotice business on .\Ml Ha- 
dio in I9fi2 ne.irb' doubled its bill- 
iim over I'Mil. billings for the first 
six months Df this ve.ir .ire lu'arly 
tripled over the first six months. 
I*)(i2. and are .ilready e<pi.il to the 
full ye.ir, 1902. The picture ahe.id 
is infiiiitelv more proinisuii;. One 
of tbe reasons for the automotive 
business inercase at MK' H.idio 
Network, accorilim; t<i president 
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Robert l\. Pauley, is licciiiisc of tlic 
network's increased value to ad- 
\ertisers. 

"The \oar 1963 is the automobile 
industry's great year," Pauley ob- 
served. "Tliey are soiling more cars 
and therefore, there are more car 
radios (50 million, it is estimated) 
in which to reach their audience." 
ABC Radio's sponsors this year 
have included Buick, sports; Ford, 
news and sports; Dodge, sports; 
Rambler, news and Pontiac, prize 
fights. 

One questi(Jn remains to be an- 
swered — wliat will the 1964 model 
cars look like? As an obscr\'er in 
the industry put it recently, it will 
take an expert — or perhaps, a small 
boy standing at the corner — to tell 
the difference between the old and 
new models. When the 1964 cars 
are unveiled in September and Oc- 
tober, few surprises in styling or 
engineering will be noted. On the 
whole, changes will he "evolution- 
ary" with slender modifications in 
grilles, tail lights and trim. Ford 
reportedly will make widespread 
changes in restyling of four models. 
But in the' main it will be happy 
motoring in slightly revajnped 
bodies. ^ 

KPIX's SCARCE AVAILS 

(Continued from page 43) 
often out of hick, even though we'd 
like to have his business. They come 
out here to sec for themselves some- 
times, but we can't do mucb." 

KPIX is indeed riding high in one 
of the country's major tv markets. 
With a strong schedule of local 
shows teamed with the cream of 
CBS TV's strongly rated schedule, 
KPIX recently came up with the 
kind of score station owners dream 
about: for the twelfth consecutive 
ARB report, KPIX led the four- 
station San Francisco tv market in 
nverage homes delivered per quar- 
ter hour, from sign-on to sign-off. 
Its po|Milar Noon News show, a 
d.iily 30-minute potpourri of spot 
news and interviews by Wanda 
Ramey and John Weston, for ex- 
ample, has led the ratings parade 
for its time period for the j^ast two 
\ ears, and now has a 60% audience 
share. 

Things weren't always this good 
for KPIX. When the station went 
on the air in 19 IS (it was the first 
tv station in Xorthcrn California) it 
.soon fonnd itself bucking the ovcr- 

li2 



whelming competition of KRO.V- 
TV and a parade of NBC TV shows 
led by Milton Berle. As the then- 
companion station to radio's KSFO, 
it had a tough struggle for ratings, 
sponsors and corporate profits. 

Purchased by \Vestinghouse 
Broadcasting Company in 1954, 
KPlX liegan its upward climb with 
a combination of improved network 
programing from CBS T\' and ag- 
gressive local showmanship and 
sales promotion. 

Although in many ways KPIX 
is a fairly typical successful CBS 
outlet and group-owned station, it 
nevertheless manages to preserve 
a considerable San Francisco iden- 
tit>. 

Strong for the Bay City 

KPIX is not content to rest on its 
sales laurels, and goes out of its 
way to further its image with San 
Francisco admen and media buyers. 

Due on 15 August is a special 
luncheon at Trader Vic's for local 
timcbuyers, at which time details 
of a new 8300,000 audience promo- 
tion campaign will be showcased. 
According to KPIX advertising/ 
sales promotion manager Boh 
Xashick: 

"It'll be tlie biggest diing the 
Bay Area has seen. We'll have 
c\er\thing from spot announce- 
ments on local radio stations to 
newsiJapcr space, restaurant pro- 
motions and library bookmarks. 
We plan to expand our impact in 
such neighboring cities as San Jose, 
Palo Alto, Ilayward, Vallejo and 
Richmond with our tv-radio-print 
promotions. You can't stand still in 
this business." 

Among the trade promotion items 
scheduled in Nashick's campaign 
are handsomely-bo.xed men's ties 
by noted San Francisco designer 
ICrnst. These will be sent as gifts 
to agencymen by the station wiiich 
gets its call-letter plug in by means 
of a discreet KPIX label sewn on 
the inside of the tie. 

Why not emblazon KPIX cm the 
front of the tie, as is the custom 
with most broadcast-industry trade 
gifts? Why hide the sales message 
in an expensive gift? Why be so 
di.screct? 

N'ashiek's answer sums up the 
lihilosophy of imderplayed '.sell' 
practiced by the station in jiarticu- 
lar and by the Colden Gate city 
in general: "It just wouldn't be 
'San i'ranci.seo." " ^ 



DANNY THOMAS 

(Continued from page 36) 

N'ille, night clubs and burlesque, 
once the great incubating spheres. 

"They will come from television," 
Thomas says. 'Today, there's no 
other place for them to come from. 
Perhaps some of the future talent 
may emerge from local little thea- 
tres, but, in my opinion, most tele- 
vision new stars will have to come 
from local television stations. These 
stations, 1 think, are the best breed- 
ing grounds for the new talent. I'd 
like sometime to go to, .say, the 30 
biggest cities in the land and seek 
out local talent. Also, I like to see 
more station managers across the 
country stage local talent shows fea- 
turing the inhabitants in songs and 
drama. My suggestion to the young 
gifted people is to stay liome and b 
successful — and then Hollywo 
will call you." 

But, by all means, local stations 
shoidd be doing everything in their 
power to foster the Gleasons, the 
Skcltons, the Bennys and the Kayes 
of tomorrow according to Thomas. 

Likes many programs 
Does Thomas watch television, 
other than the tapes of his shows? 
"I watch my owm show, of course," 
he says, "and I also try to catch 
some sporting e\ents. Other pro- 
grams 1 catch on occasion, because 
I tliink they're good, are Bononza, 
Naked City, the Dick Powell Shot- 
and Sam Benedict." 

The dark liair on Thomas' head 
begin to bristle when he bears tele- 
vision described as a vast wast 
land. He doesn't agree with N'ew^ 
ton Minow, former FCC chairman 
that the plains of tele\'ision are arid 
With the pride of a father gazinc 
upon a strapping offspring, Thoma; 
rises to the defense of the lixing 
room screen. "Telex'ision is not ; 
wasteland," he insists. "It bring; 
many hapjiy hours to folks and i, 
helps them relax. It's a blessing t< 
shut-ins. .Moreoxer, what lele\isioi 
does in the way of sports and spc 
eial events is a sufficient answer t( 
demolish any elinrge that it is a vas 
wasteland. " 

Do horrendous rating problem 
and "nnnder by deeinial point' nio 
lest the eonuHlian? "N'ot at all. 
Thomas says. "I want to win by 
slight margin. I don't want to ki' 
auNone." ^ 
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VITAL NEED: MORE GOOD BROADCAST RESEARCH 



By ILOYO W. DENNIS. IR. 

( .;>. i- Kc ii, mur U'7 <)/', 

\r</A/iiiii,'/<iii, /).(' 

Ill this (lav i)f (liscrcilitiiii; tlic 
rfstMrcluT, it lU.iv sdiiiuI like licr- 
<'s\ or cs'cii .stupidity for a hroiid- 
f.istcr to ;ul\()»\itc inor»', not less, 
n'^narili. Hut that's precisely \\li;it 
I'm eainii.iii;nini; for — more re- 
Sfiircli, more !,•()()(/ research. 

I'm well aware of the problems 
we've had in tiie audience ineasure- 
iiieiit Reid o\ei the years. \\V'\e 
Lad (hlfereiit ear-comitint; and e\e- 
CDiintiiiH techni(pies thrown at ns 
nd n.inseum hy diirer(-iit measnre- 
iiu'iit oruanl/.atioiis. Maeh has said 
ill elFect: use my ratings, niij meth- 
ik! is hest. What we don'l need i.s 
iiiori' ol this kind ol aruuinent for 
rcjicarch that — i'\en if it were per- 
fi'Cl, which it's not — wonidn't heijin 
to i;ive ns what we ri-ailv need. 

No, what is re<inired todav is 
aciv researcii — as different from tiie 
old iminlters game we've liet'n iilay- 
iiij; iis tile inodorn taiie recorder 
is from the shellac tli.sc of \ cstcrday. 

I ihink hack to a day 10 years 
ag<.( in New York when 1 iiuited 
einLiiti\es from the top audience 
iinMsnrement onxani/alions to a 
ctjiiference in mv hotel room. Tlii' 
linrpose was for a fr.ink, inntnal 
discussion of how we might go 
bont solving some of the problems 
thai were becoming apparent e\en 
ion. 

Apprehensive, then relaxed 
Yiin shonid have .seen those fel- 
vs! .M Rrst they reacted almost 
as ltioii>ih tlu'V had wancU-red into 
JEi rin inv camp. It ininht very well 
'line Iteen the first time the\ liatl 
'vor met toui-ther in such a con- 
b\e. Hnt it wasn't long beb)re 
'VprytJiie relaxed and we began to 
iwke sinbie \erbal proun-ss at least. 

Il.itl Uf broadcasters — aiul 
iroLiilnist .nKfrtisi'rs and ageiu ies 
t.ikeii iiiiire iiiiti.itne then, wi- 
nigiit i tT\' w ell li.n-e pre\ ented 
lit' mes.s that exists totl.ix. Hut 
onie!io\\ ui' became absorbed in 
Oiei iiiiUters and its taken the 



findings of the Oreii 1 1. oris Mil) 
eommittee to iii.iki> ns fullx aw. ire 
of the adite problems we're now 
I. icing. 

h'or a nioiiieiit let's consider re- 
searcii as it exists eiirreiitly and 
then compare it with the kinds of 
things we could be doing. .Most 
aeti\ily today is in the realm of 
audience coimtinu. prineip.dly in 
iinsopliisticated. boxcar fashion, 
n.irii little of it is in the area ol 
crciilirc broadcasting and ad\(M'tis- 
iiig, and this is the kind of research 
I'm ad\ocatiiig. 

Last \ear, for example. WTOI' 
Hadio commissioned SHD.S Data, 
Inc., to make a profile study ol the 
radio andience in the ii.ilion's capi- 
tal. Tlie demographic snrM'V probes 
far deeper than mere iiniiibers of 
radio station listeners. It prox'ides 
information, never before a\'ailalile 
in such coiupreheiisi\i' detail, on 
nluiost exery aspect of practical 
\alue coiici-rniiig the Washington 
radio audience. 

Many areas co\cred 
The study co\ers such tliiiius as 
till' a\ erago weekly ratlio antlienci-, 
the c'omi)ositi()ii by age, marital 
status, family relatioiishiiis, emplox - 
meiit, e<lncatioii, family income. us»' 
and ownership of products and ap- 
pliances, and many other significant 
facts. The findings are contained on 
1(K) tlionsaiid pnncbcards. and the 
inforination we can ni\e the .id\er- 
tiser about ocliial r;.ver.v «;i(/ pur- 
r/»(/.!>('r.v of his |irodiiet is most ev- 
teiisixe. Needless to say, this kind 
of research has found i-ani-r .mdi- 
ences whcri'wr we liax'e shown ft. 
and has had positive elft^ct in a 
niiiiiber ol specific iiist.inces. 

This, liowe\cr. is but a beijin- 
iiinn. What we bro.idcasters, both 
radio aiitl T\'. should be tloinn is 
underwriting research .doiit; the 
lines of prodiirl (Iri clopiiiciil . What 
do people w.int from us that we're 
not now providing, or onU |iro\id- 
iiig p.irtially.-' W h.it .in- wi- doiie.: 
tli.it they wouUl like to see 
ch.mned.-' W li.it should our loim 



i,nig<' pi III'.; be lor I'tfM l')f)S. 

I'tToy W li.it new .iiKeitisini: ti c li 
iii(|Ui's should we be ni\ est ii;.itiii',; 
.ind perfeetiiiu'-' 

This t\|)e "i icse.irc li is best iloin' 
b\ groups ctr .issoei.ilupiis r.itlier 
tli.iii bv iiidi\ idu.il bro.iih .isti rs 
Hut the iiiiti.iti\e lor it sluiiild cuiiie 
from the iiidi\ itlii.ils. ilsi- it will 
iiexer be undert.ikeu. h'.xistiiig .isso- 
ci.itioiis c.iii then spc.n lii .id the ri 
se.ireh or else new bro.nh.ist uroiip- 
iiigs c.iii t.ike it on. Hut, either w.i\ 
it should be done. 

I know tli.it this kind ni rese.irib 
is not cheap, which briiins me to 
ill\ lU'.xt point; budgets. Txpic.ilK, 
the broatlcasti'r spends less tli.iii 
ll.ilf ol one percent <il his .imiii.d 
s.iK's on ri'si'arch. (.'oiii|).ue this 
with the ri'st of the .\ineric.ni econ- 
omy where li\e to six percent is 
more coiiiiiioii. ()l)\ iousl\ . if .luto- 
motive mannf.ictnrers and cos- 
metics companies find tins kind of 
pnwliict and market research coiii- 
merci.illy profit. ible, .iren't we in 
broadcastini; being a bit short- 
sighted by not t.ikiiig a leaf from 
their booki' ^ 



LLOYD W. DENNIS. IR. 




.\ .'V)-i/e(/r hrn(i<l( ii\l i ( /i nin — 
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^SPOT-SCOPE 



Significant news, 
trends, buying 
in national spot 



MAGOO KINGPIN IN GE-AMF PROMO 

NEARSiCHTKD Mr. Magoo will stumble into videoland bowling alleys in a 
new six-week tv spot campaign for CE light bulbs. Network spot drive 
will start on NBC 23 September, will consist of 6,000 color spots aired dur- 
ing daytime and nighttime on 200 NBC stntions {The Tonight Show, Ben 
Jenod, You Don't Say, Play Yotir Hunch, Your First Impression), Tiie 
second spot wave — national spot — will begin two weeks later and run for 




GE's Magoo goes bowling 

Boning up on liis tccliniciuc, GE's nearsiglited Magoo gets a few tips from A.MF's Bill 
Bunetta at AMF-equipped lanes before his t\' cartoon stint for CE Lamp division 

four weeks. This consists of 9,000 spots m 70 to SO key markets. Promotion 
is being produced by the General Electric (Lamp disision) in cooperation 
with American Machine & Foinidry. The latter will aid in distribution of 
special Magoo bowling etiquette posters. GE and .AMF" anticipate promo 
will receive more point-of-piirchase e.\posiirc than any in hi.story of bowling 
industry. Magazines will be used also. Agency is BBDO (CIcscland). 

TV BUYING ACTIVITY 

• Westinghouse Lamp division will push its "Extra-Life eye-snving light bulbs" 
in a national drive in selected markets beginning 1 ScptKuibcr. The 13- 
week campaign of daytime l.D.'s is being bougiit by Don Kelly at McCann- 
Erickson (New York). 

• National Oil Fuel Institute will initiate it.s first ad program, aimed at con- 
sinners, bnilder.s, architects, nnd engineers, and involving a $400,000 budget. 
$70,000 of this purse is going into sjJot television, and the remainder tr 
magazines and newsjiapers. Campaign will supplement local campaigns 
which already exceed $3,(XX),000 annually. Tv spot campaign of 60s wil 
begin in September and run through to the end t)f December in "eight prinu 
test areas" in northern regions of the coimtrx'. Agency is Fuller 6; Smith i 
Boss (New York). Buyer: John Ihicgel. 
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WITH THE WORLD'S TALLEST TOWER... 1751 FEET ABOVE GROUND 



WBIR-TV's KNOXVILLE MARKET 

IS NOW 50% LARGER! 



Wiih its new tower — lallest in the world WBIR-TV increases iis Grade B coverage 
by nearly 50%, giving new service to cammuniiies in east Tennessee, and parts of 
Kentucky, Virginia and North Carolina. The Knoxvilfe Morltei is far larger! 




Southeastern 
Broadcasting 
Corporation 

Represented By 
Avery-Knodel, Inc. 

Affiliated with 

V> 



WFBC-TV 

NBC Channel 4 
Greenville, 5. C. 

Serving ihr CREENVIllE- 
SPAJJTANBUSC-ASHEVIllE MARKET 

WMAZ-TV 

CBS, NBC. ABC Channel 13 
Macon, Go. 

Strving th» RICH MIDDLE GEORGIA MARKET 
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Your First Buy for 
the Knoxv/He Market 



WBIR-TV 

LCBS CHANNEL 10 i 
KNOXVILLE, TENN. i 



Stake your product's claim! 

THE WONDERFUL WORLD OF 
THREE (WLBT, Jackson, Miss.) 
OFFERS ONE OF THE SOUTH'S 
FINEST ADVERTISING AREAS! 



In the nation's 73rd TV market, WLBT presents 
opportunities to reach 

274,500 Television Homes 

(Television Magazine, March, 1963) in Mississippi, 
Louisiana, and Arkansas, representing a progressive, 
vital area. 




Outstanding l\IBC, ABC programs for Fall, '63 



Proven favorites that have given WLBT survey-edge in total homes, plus WLBT's 
local news, weather, and sports dominance, are joined by the new season's 
brightest television programs. 



HOLLINGBERY 

National 

Representative 



Travels of Jamie McPheeters 
Wagon Train 
The Virginian 
Ben Casey 

Walt Dfsney's World of Color 
Dr. Kildare 
AFL Pro Football 
International Showtime 



Patty Duke Show 
Richard Boone 
Kraft Theatre 
Burke's Law 
Arrest and Trial 
Bonanza 

Bell Telephone Hour 
The Fugitive 




Stake your claim in the wonderful world of three! 





